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..theres nothing so powerful a as an idea 


Better Homes and Gardens makes more sales because it gives people more buying ideas 


There’s never a food page in Better Homes and Gardens 
that doesn’t ‘“‘ask for the order,” that doesn’t say, in 
effect, ‘‘ You can do this, too!”’ But this editorial recipe for 
exciting people to try it or buy it isn’t reserved for food 
pages only. The magic of ideas moves BH&G readers to 
decorate, to build, to travel by its pages—to “live by the 
book.” And since an average of 15% million 

men and women read Better 


During the year 1/3 of America reads Ke Wer lio HO ! 
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Homes and Gardens each month, that means a lot of 
people acting on a lot of ideas! Advertising is welcome and 
productive in Better Homes and Gardens’ atmosphere 
of ideas. For BH&G has a gift for making people want 
things so much that they’re ready to go out and buy them. 
Meredith of Des Moines . .. America’s biggest publisher 
of ideas for today’s living and 

tomorrow’s plans 


... the family idea magazine 


NOW OVER 4,500,000 COPIES MONTHLY 


Ceo. |. 
, feeling Jolly 


Because of the season, 


Dons a Santa Claus suit 


For a mighty good reason! 


lis right before Christmas 
And all seer the land 
Hundreds of sponsors 
Are feeling just grand! 


‘heir spirits are high 

And not from libation 
An increase in sales 

Has caused their elation! 


Hundreds of thousands 
Of L.A. adult 
Heard their commercials 


And produced big results! 


Che Los Angeles station 
Which did this hig task 
is KHJ Radio 
How?” You may ask 


KH.J’s Foreground Sound 

Is, simply, the answer 
No Santa, no sleigh, 

No Dasher, no Prancer 


We hope we've helped you, 
Or that we soon might! 
Meanwhile, Merry Christmas 
And to all a good night! 


KHJ 


RADIO 


LOS ANGELES 
1313 North Vine Street 
Hollywood 28, California 


Represented nationally by 
H-R Representatives, Inc 
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KLEEN*STIK 


HIGHLIGHTS 
REACHING PEOPLE THROUGH TALK 


Managing and Selling can be no better than 
the face-to-face communication involved in 
them, says psychologist Dr. Jesse S. Niren- 
berg. But how much of what vou say reaches 
the minds—and hearts—of those vou work 
with? Page 33 


SELLING THE SAME PRODUCT DIFFERENTLY 


Union Carbide Chemicals Co. is introducing 


IDEA NO, 147 


Miller Adds K-S 
““Golden-Touch” 


To tie in with their national ‘‘Golden 
Touch of Quality” theme, Miller 
Brewing Company of Milwauke« 
selling fluorocarbons. But while competition designed a ‘‘standout” package in 
+ gold and red. This called for ‘‘ey« 
dentification”’ at the point of sale 
...80 Miller offered a wide variety 
of dealer P.O.P. Among the best 
were this 2-sided door sticker and 
back-bar or wall plaque, designed 
and produced by Selling Aids Co., 
Milwaukee. Under the watchful eye 
of Roy Desjardine they were beau 
tifully screened in black, red, and 
gold on clear polystyrene — then 
coated with self-sticking Kleen- 
Stik for fast, easy _peel-an’-pres 
ipplication. 


a new product this month—a fluorocarbon 


K-S K-S K-S K-S K-S K-S K-S K-S 


called Ucon. Three competitors are already 


sells through mixed forces, Carbide is banking 
m the marketing concept to push its sales up 
near the leaders Page 64 


FARMERS > TERM PROSPERITY 


What’s the story on America’s Farm Market? 
Weather, pests, prices, politics still are im 
ponderables. But today’s bigger-better farmer 
also builds his growth. Multi-sided ‘scientist’ 
bookkeeper, business-manager—he engineers 


and organizes free-flowing mass production Outstanding 


With $13 billion realized net income in 1958 
farm families are even bigger customers of P. Oo. P. ideas 


our consumer and capital goods Page 38 Featuring the World's Most 
Versatile Self-Sticking Adhesive! 
THE CASH BUYER’S LAMENT ersarite 9 


This is about a man who pays cash. It reads ' 
like a fiction story. It’s full of pathos, passion /- y ) 
ate pleas and frustration. The only trouble is = 
the story’s true. This cash buyer found that 
salesmen didn’t know what to do when he "= ae 
pulled out his checkbook. And worse, not only 
were the products he bought defective, but 
getting adequate service was as difficult for : 
him as parting the Red Sea Page 74 Nautical —and N-lIce! 
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IDEA NO. 148 


The plastic Ice Buckets manufac- 

THE STATUS OF WASH AND WEAR tured by Jack’s Lamp Co.,in Brook- 

. line, Mass., are pretty handsome 

There are plenty of growing pains, but there’s au naturel, as it were—but when 

1] wey Ye aenttal tx: the “a i cual ene they’re dressed up with these saucy, 

still a ng, ng poten la in 1e Wasn an¢ weal salty Kleen-Stik emblems, color- 

market. For the textile industry, this revo- fully screened on Mylar, they’re the 

. . ; . n-icest! Owner Louis Stern had 

ar ye » " f > oves “ . . 

lution ary development is probably the bigge st Nurenberg Studios, Boston display 

ung since e pertection of synthetic ers irm, do the job in bright red anc 

thing si the perfect f synthetic fil f jo the job in brigt i and 

The current need: greater industry effort to blue, with Sam Evans handling the 

: 5 ee : breezy design and Larry Carey the 

eliminate some of the confusion that now sur- shipshape production. Result: a 

rounds wash and wear Page 42 "see-worthy”’ decoration that sticks 
: tight despite moisture and cold. 


Ahoy, Mr. Advertiser! Steer a 
straight course for your regu- 
lar printer, lithographer, or 
silk screener, and have him do 
your next P.O.P. display or la- 
DEPARTMENTS AND SERVICES bel job with Kleen-Stik—the 


top hand in salesman-ship! 
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Editorials 7 Significant Trends KLEEN-STIK Products, Inc. 
Executive Shifts 62 They’re In the News Pioneers in Pressure-Sensitives 
Letters 25 Today’s Advertising for AOvnee Gan Sereren 
Marketing Pictograph 35 Worth Writing For 7300 W. Wilson Ave. ® Chicago 31, Ill, 
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INCOMPARABLE 
CONVENTION 
AND SHOW CENTERS 
IN THE SOUTH 


Central Locations 

Flexible meeting space 

Heavy duty facilities 

Visual and acoustical devices 
Excellent banquet facilities 
Guest rooms — modern decor. TV 
Hotels 100% air-conditioned 
Ample garage facilities 

Superb restaurants 
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DINKLER PLAZA 
ATLANTA, GA. 
Meetings *« 25 to 2000 
Banquets « to 1500 
Guest Rooms « 600 


DINKLER —TUTWILER 
BIRMINGHAM, ALA. 
Meetings *« 25 to 1800 
Banquets « to 1300 
Guest Rooms « 450 
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DINKLER— JEFFERSON DAVIS 
MONTGOMERY, ALA. 
Meetings « 15 to 350 
Banquets « to 275 
Guest Rooms « 250 


DINKLER—ANDREW JACKSON 
NASHVILLE, TENN. 
Meetings * 40 to 400 
Banquets « to 350 
Guest Rooms « 400 


ST. CHARLES 
NEW ORLEANS, LA. 
Meetings * 12 to 900 
Banquets « to 700 
Guest Rooms « 500 


WRITE SALES MANAGER 
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_.your 7th largest newspaper market 


— a market of better income families 


In only six cities can vou reach as many families 


with ONE daily newspaper as in THE JOURNAI Better Customers for 1958 


in Milwaukee. In none of these can you get the how Milwaukee ranks among the 
20 largest metropolitan areas 
> vs > 7 ‘rage ( 
economical one-paper coverage of 9 out of 10 Median Family Income (Bureau of Census 
homes provided by THE JOURNAL in the Mil- © Spending Unit Incomes Over $4,000 

% Spending Unit Incomes Over $7,000 
waukee metropolitan area. And only four exceed Median Value of Single Dwelling Units 

Retail Store Sales* per Family 
Milwaukee in average family income Food Store Sales per Family 

General Mdse. Store Sales* per Family 


THE MILWAUK EE JOURNAL — Sales per Family === 


es: Bureau of the Census, Soles Monagement ey of B 


A/l-tume high 47 daily, 500.424 Sunday 
\ 


Mara & O 


Measured by size of audience, economy of coverage, 
income and buying habits, Milwaukee easily rates 


among your top 10 newspaper markets 
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A new and powerful advertising medium for 


the Hemisphere’s fastest growing market* 


Mexican 


edition of 
LIFE 


EN ESPANOL 


Mexico today is a $1,200,000,000 import market 
and growing fast. Soon advertisers will have a new, 
direct and effectiveinstrument to reach this spectac- 
ularly growing market—the new Mexican edition of 
LIFE EN ESPAN LL. Four unique advantages 
Editorial Nev emphasis on material of special 
interest to readers in Mexico, presented as only 
LIFE EN ESPANOL can 
Readership—Largc, influential circulation and the 
highest per-copy readership of any publication in 
Mexico offer advertisers substantial coverage of 


Mexico's economica ly active po yulation 
po] 


Advertising Presentation—The finest printing and 
color reproduction—on LIFE-size pages. 
Merchandising—The complete follow-through of 
Latin America’s most merchandisable medium 
all of the know-how of the U.S. LIFE adapted 
to the special needs of the Mexican market 
PUBLICATION DATE—May 18, 1959 
; E NE Ss PA N OL CIRCULATION RATE BASE—100,000 Net Paid 
; For full details write or call: Advertising Director, 
LIFE EN ESPANOL, 9 Rockefeller Plaza, New York 
20, New York (JUdson 6-1212). 


*Between 1950 and 1957, Mexico's Gross National Product doubled. 
rf 
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EDITORIALS 


Whither Goest Gutless Sponsors ? 


Many of television’s finest dramatic authors are packing their 
typewriters and heading for Hollywood and the movies. The 
reason, as voiced by writer Paddy Chayevsky ( “Marty”): Squeam- 
ish sponsors want “happy shows for happy people.” Chayevsky 
and six other writers who have made their literary mark on TV 
recently complained of the medium’s lack of creative freedom 
on producer David Susskind’s “Open End” discussion program 
over WNTA-TV in Newark. Complained Robert Alan Arthur (“A 
Man is Ten Feet Tall”): “TV may be getting to be a medium of 
mediocrity . 


The writers (along with viewers) may be able to take heart. 
George Abrams, Revlon’s vice-president of advertising, told 
members of the Association of National Advertisers that “tele- 
vision is going to become more daring” when that group met in 
Virginia last month. Abrams predicted that broadcasters will 
break out of their sweetness and light strait jackets as they 
“realize the desire of an independent public for some independ- 
ent and spirited thinking.” 


His examples: Dr. Joyce Brothers’ discussion of intimate mari- 
tal relations; “The sort of hot topics paraded on some of our 
courtroom television dramas, and the Playhouse 90 dramatiza- 


tion of the death of Stalin, all recent breakaways.” 


He thinks “more will come.” Will it? It’s hard to say. Sponsors 
like yourself who have spent years building up a brand image 
understandat ly have an inclination to straddle the white line 
in the middle of the road, to play it safe with everybody. But 
you might ask yourself these two questions: “By playing it safe 
with eve ‘rybody, am I impressing anybody? And if I don’t im- 
press them, how can I sell them?” 


The Post Woos Influentials 


We've just returned from a small, select luncheon given by The 
Saturday Evening Post at its New York offices in the heart of the 
Gray F lannel Suit Belt. We were one of 2! 5 guests. In point of 
fact we're not that exclusive—nor is the Post. The luncheon was 
only one of many identical affairs the magazine has been hosting 
recently. The Post’s object: to bring together people it considers 
opinion formers—Influentials—and show them an off-beat, satiri- 
cal movie called “Showdown at Ulcer Gulch,” subtitled “An 
Adult Eastern.” The film was designed for presentation to adver- 
tising executives throughout the country. 


The Post approach to such people, until now, has been charac- 
terized by traditional Philadelphia conservatism. The new ap- 
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The 
Thomas Publishing 
Company and its Staff 
extends 
Appreciation 
and Season’s 
Best Wishes to 
more than 12,000 
T. R. Advertisers, 
to more than 
1,600 Agencies 
and to all our 


Subscribers and 
Friends. 


THOMA 
REGISTE 


TWO NEW MINNESOTA SURVEYS 


give you the market facts you want! 


1. NEW MALE MARKET STUDY 
—"‘MR. MINNESOTA” 


A completely new study of an important male market: 
more than a million mature Minnesota men. Companion 
piece to the famed Minnesota Homemaker surveys, 
“Mr. Minnesota”’ is grounded in the same careful research 
techniques that have made the Homemakers a “‘must”’ for 
inderstanding the Minneapolis and Minnesota markets. 
“Mr. Minnesota”’ adds a new dimension: masculine buying 
habits, interests and recreations, product inventories. 


2. NEW ANNUAL MINNESOTA 
HOMEMAKER SURVEY (No.11) 


Bigger (almost doubled in size), covering a wider range of 
products and buying habits. Projectable to Minnesota’s 
945,000 households as to what’s on hand or last bought, 
from personal interviews with adult homemakers. In- 
genious combination of metropolitan and statewide samples 


gives the complete picture in both the area’s largest 
metropolitan center (Hennepin County-Minneapolis) and 
in all Minnesota. Also city-town-farm breakdowns. 


These surveys work together to give you information you need 
about the $54 billion Minnesota market. 


M inneapolis Star zxd Tribune 


MORNING AND SUNDAY 


EVENING 


JOHN COWLES, President 


Write today for your copies. Address 
requests on your letterhead to 
Wm. A. Cordingley, National Adver- 
tising Manager, Minneapolis Star 


635,000 SUNDAY 


8 


500,000 DAILY 


and Tribune, 5th and Portland, 
Minneapolis 15, Minn. 
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proach—as typified by this film featuring the Marx Brothers, JUST LIKE TROY 


Bing Crosby, Bob Hope, Ernie Kovacs and Orson Bean—has 


created quite a stir wherever it has been shown. It makes us AND THE HORSE 


; , pouyUury 
wonder: Is this the shape of things to come? Is the American love I ? 3 
of humor infiltrating Big Business? Will U.S. Steel follow the 


Post’s lead? 


Basically Showdown is a sugar-coated promotional pill. It was 
written by Ted Key, the Post cartoonist who draws Hazel. And 
the plot, a frail vehicle featuring Mr. Bean as a Post salesman 
assigned to Ulcer Gulch (whence no Post salesman ever returns 
alive), is merely window dressing for the promotion. But with 
the use of humor, color photography and the glamor of big 
names, the promotion slides down as easily as pot de creme. 


Winning Words 


“A single death is a tragedy, a million deaths is a statistic.” 


This statement by the late Joseph Stalin was quoted by Walter : 
O’Meara of Sullivan, Stauffer, Colwell & Bayles before a recent voice and vision 
meeting of American Association of Advertising Agencies of NBC in 
South Bend - Elkhart 
The gist of his talk was: Facts and figures are fine. But people 


; call Petry today! 
are sold—one at a time—on what a product or service can do for y Y 


them. We DU-TY CHANNEL 16 


- ET oe he BERNIE BARTH & TOM HAMILTON 
Statistics,” O'Meara added, “have never moved people to 


any kind of action. 


“The statistics of the Battle of Britain were staggering: 13 ‘ >) % 
Spitfires, at the end, against the whole Luftwaffe. But it was ( 
Churchill’s 10 immortal words . . . that stirred the world.” 


CUSTOM DESIGNED & 
Churchill’s words: “Never have so many owed so much to so MANUFACTURED e 


few.” 


Those words spurred a lot of individual actions in Britain and 
other parts of the world. 


Dare Take this Test? 


“A few years ago I turned our rating system into reverse and CATALOGS 
had *y — staff mre who reported directly to = anony- SALES MANUALS 
mously rate me. The results provided one of the surprises of my 
life, and knocked the complacency out of me in a hurry.” SAMPLE BOOKS 

RING BINDERS 

So said John A. Spencer, manager of G-E’s marketing person- SERVICE MANUALS 

nel department at the 32nd conference of the Sales Executives WALLPAPER BOOKS 


of St. Louis last month. PRESENTATIONS 


The challenge Spencer threw at the meeting is one most of 
us meet every day: The men we lead constantly rate us—to each 
other. 


THE S. K. SMITH CO. 


2857 N. WESTERN AVE., CHICAGO 18 


NEW YORK 17 CLEVELAND 13 


LOS ANGELES 45 
As he suggests, why not let them tell you. 
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The Hearst 


announces the purchase of 
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Corporation 


With the addition of PopULAR MECHANICS to 
its list of special interest magazines, THE 
HEARST CORPORATION continues its program of 
planned, progressive expansion. 

A leader in its field for over half a century, 
POPULAR MECHANICS fits well into the Hearst 
philosophy of publishing—namely, service to 
readers based on an intimate understanding of 


their wants and interests. 


The bright promise of tomorrow...Since 
1902, POPULAR MECHANICS has been dedicated 
to that role of service. When electric power 
was primitive, it forecast the bright promise 
of today’s appliances. When the automobile 
sputtered and churned, it confidently pre- 
dicted and encouraged its progress. When 
timid souls at the beginning of the century said 
man would never fly, POPULAR MECHANICS 


scorned the scoffers, cheered the pioneers. 


American Druggist 


Bride & Home 
Hearst Magazines 


Harper's Bazaar 


House Beautiful 


And today, as man conquers space, it con- 
tinues to report with authority on his infinite 


quest for the new, the strong, the good. 


1,300,000 circulation plus 5 foreign edi- 
tions... This editorial policy of boldness, imag- 
ination and foresight has attracted more than 
1,300,000 circulation among eager young 
American readers. 

Also, POPULAR MECHANICS is now published 
in five foreign editions: MECANIQUE POPULAIRE 
(French ), MECANICA POPULAR (Spanish ), pop- 
ULAER MEKANIK (Danish), POPULAR MEKANIK 
(Swedish), POPULARE MECHANIK (German). 

New horizons are ahead for POPULAR ME- 
CHANICS—widening horizons, leading to even 
more ambitious goals, because this latest 
member of our family will now enjoy all the re- 
sources of THE HEARST CORPORATION: Financial, 


editorial, advertising, publishing. 


New Medical Materia 
Popular Mechanics 


Science Digest 


Hearst Newspapers 
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Cosmopolitan 


Good Housekeeping 


Albany Times-Union 
Baltimore News-Post 
and Sunday American 
Boston Record-American 
and Sunday Advertiser 


Detroit Times 


Motor 


Motor Boating 


Los Angeles Examiner 

Los Angeles Herald-Express 
Milwaukee Sentinel 

New York Journal-American 
New York Mirror 

Pittsburgh Sun-Telegraph 


Sports Afield 
Town & Country 


San Antonio Light 

San Francisco Call-Bulletin 
San Francisco Examiner 
Seattle Post-Intelligencer 
The American Weekly 
Puck—The Comic Weekly 


ADVERTISING IN 
BUSINESSPAPERS 
MEANS BUSINESS 


especially when it is prepared with 
an informed eye for the enormous po- 
tential of the business press, and the 
knowledge of how to harness its selling 
power for a product or service. ABP has 
prepared a number of folders to help 
you put more of a sales punch into your 
businesspaper advertising. They're yours 
for the asking. 


Send for these ABP ad-helps 

1. THE EFFECT OF RECESSION AD CUTS ON SALES AND 
PROFITS. Here are facts, charts and figures 
spe lling out the rel tionship between « utting 
advertising and reducing profits. The Buchen 
Company studied advertising and sales rec- 
ords to determine the effect on sales of ad 
cuts made both during a recession year and 
the year following. Here’s a report you'll 


want to read, study and show “upstairs.” 
No charge. 


2. BUSINESSPAPER READERSHIP AMONG LEADING 
RETAILERS. 358 winners of the Brand Name 
Foundation Awards, representing 24 differ- 
ent trades, were questioned-in-depth on their 
reactions to businesspaper advertising. The 
survey results include ideas on how to im- 
prove businesspaper ads and verbatim reac- 
tions to advertising. Every advertiser to 
business will find helpful ideas and informa- 
tion in this study. No charge. 

3. FAST FACTS. A handy palm-of-the-hand 
booklet, that packs a fist-sized punch, bring- 
ing advertisers up-to-the-minute on the basi 
facts about businesspapers and _ business- 
paper advertising. It’s quick, easy-to-read 
and filled with “shirt-sleeve” information on 
circulation, editorial, readership, advertis- 


ing, costs and much more. No charge 


Just drop us a line. Or ask any ABP 
paper in your field 


THE 


ASSOCIATED 
BUSINESS 
PUBLICATIONS 


205 East 42nd Street, New York 17, N. Y 
201 North Wells St., Chicago 6, Illinois 
1004 National Press Bldg., Washington 4, D 


CORPORATE CLOSE-UP 
Hazel 
Renaissance of Hazel Bishop B ishop 


Late last summer, Hazel Bishop, Inc., had less than a half dozen 
cosmetic salesmen covering the entire country. Its dealer system was 
weak and ineffectual, its research half-hearted. Sales were bad. Exact 
figures are not available (Hazel Bishop is a privately held corpora- 
tion). However, during the years immediately preceding 1958, the 
curve continued to fall. 


In an era of “critical re-evaluations” the company took its cue. The 
renaissance began with appointment of Robert G. Urban as president 


Now, some four months later, nothing is the same. 


Under Urban, Hazel Bishop salesmen are spreading the word by 
means of a revamped and enlarged 52-man sales force. (“ . . . And 
we'll add as many men as needed to service and promote Hazel 
Bishop throughout the United States ”") For control, seven sales 
divisions covering the entire country have been created, with a 
division sales manager in charge of each 


Savs Urban, “We want the managers in New York every four 
to six weeks. This will provide a two-way street, not only keeping 
the field men up to date, but, at the same time, keeping those of 
us in the home office fully informed on what is needed in the field.” 


“Division managers,” he continues, “will call on specified accounts 
on a monthly basis, or more frequently, if required. They will be 
backed up by salesmen who will service accounts between divisional 
calls as well as detail dealer outlets in their own zones.” 


Hazel Bishop’s advertising budget received the Urban touch. While 
this was one area that had received attention in the past, it was, 
nevertheless, rebuilt. 

The backbone of the new campaign will be spot TV announce- 
ments which are already on 134 stations in the U.S. and which, the 
company estimates, are now reaching 86% of TV homes. 


The TV campaign is backed up by full-color ads in such periodicals 
as Glamour, Charm, Mademoiselle, Coronet and Esquire. 


About the campaign, Urban comments, “In those markets where 
TV saturation has been achieved, we've already noted a terrific pickup 
in sales, not only on the items advertised specifically, but on the 
entire line.” By cutting down on dramatic presentations and increas- 
ing TV spot announcements, the company was able to double its 
TV exposure while reducing its appropriation for this medium by 40%. 

Again, under Urban, the company has undertaken to train dealer 
salesmen. Home office people lecture at special meetings where the 
dealer salesman is oriented to the Hazel Bishop way of doing things. 

The product line was pruned — slow-turnover products were elimi- 
nated. Research in new product areas was substituted. Recently, the 
company announced that four new product lines are well on the way 
to completion and should greatly improve its competitive position. 


For many company distributors, sales for the last quarter are up 
100%. Product pruning and dealer/salesmen training are credited. 
Another benefit of eliminating slow-turnover products has been the 


creation of a much healthier inventory situation. As a result, the 
basic distribution pattern has been strengthened. 


A look at packaging produced immediate action. The company 
recovered merchandise, replaced it with new packages that have the 
lushness and elegance that from now on will be a Hazel Bishop trade- 
mark. 

Dealers soon will get another boost with the arrival of their new 
in-store displays — designed to give Hazel Bishop products “a home” 
on cosmetic shelves. 

With “re-organization man” Bob Urban at the helm, Hazel Bishop 
has just begun to fight. 
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MEN WHO READ BUSINESSPAPER 


Something very real motivates the man who 
reads a business publication. That motiva- 
tion is: What's in it for me? 

He reads for profit, not for pleasure. He’s 
searching for facts. For fresh ideas. For new 
products he can put to work. For informa- 
tion he needs to make decisions. 

What’s in it for you? Plenty —because the 
man who reads business publications reads 
the advertising with the same intense con- 
centration he gives the editorial pages. 
Let him concentrate on your sales message. 
Concentrate your advertising money where 
there’sbusiness to be had. 


No advertising is better than the 
businesspaper it appears in. 


You know that a businesspaper’s worth depends 
on its editorial strength. And you know that your 


ar 


BUSINESS MEN ASK THEMSELVES: “WHAT’S IN IT FOR ME?” 


advertising achieves peak efficiency in the busi- 
nesspapers with the greatest editorial strength. 

How do you choose among them? One positive 
way is by recogmtion of the ABP symbol. It’s 
been a sure indication of editorial independence 
and publishing integrity for more than 50 years. 


Another practical way: check the paid circulation. 
People don’t keep paying for business publications 
they don’t read. All ABP papers are bought and 
paid for. All are members of ABC. Currently, 
more than 3 million subscribers spend over 


$15,500,000 to read them. 


Place your confidence and your advertising in an 
ABP paper. It’s a businesspaper 
read by men who mean business. 


MOST OF THE BETTER 
BUSINESS PUBLICATIONS 
DISPLAY THIS SYMBOL... 


S MEAN BUSINESS 
ee AONE TE) 


“1,000,000 in 


Mutual Fund cash sales in less than 


10 months... 


that’s the result of motivational selling techniques I acquired from the Dale Carnegie Sales Course 


the motivation techniques which 


irned in the Dale Carnegie Sales Course.” 


12-WEEK SALES COURSE NOW 
AVAILABLE IN 151 CITIES 


are welco Si sit iny 

class, in any city at any time, be- 

cause identical methods of sales 

training are used in all cities. Both 

a management and sales representa- 


Pwo months late tives will find this Course worth in- 
the mutual vestigating — just use your company 


letterhead to request full details 


ih segccgita nana DALE CARNEGIE 


ne ol the most important 


weer tntes than tomons— Saar Course 


DEP. SM5931,15 WEST 46TH STREET, NEW YORK CITY 36,N.Y. 


DALE CARNEGIE 


yr £7 000 000 


gw I know that this good fortune has i ts objectiv method and applicat this course of practical 


Vaile 
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National advertisers please note: More than a third of U.S. 


retail sales are made in the 3000 markets where Parade is 


read every Sunday up and down nearly every street in town 


PARADE The Sunday 
Magazine section of more 
than 60 fine newspapers 
covering some 3000 markets 
+" with more than 17 million 
readers every week 
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Parade |= 


Da hal 


Arizona Pioneer, Darrell Duppa, 


surveying the ruins of an ancient Indian civilization 
said: “AND THE CITY SHALL RISE PHOENIX-LIKE 
FROM THE ASHES OF THE PAST” 


Arizona Leads Nation In: 


*Rate of Income Growth 

Growth of Agricultural Income ........... 95.2% 
Growth of Non-Agricultural Employment ... 84.0% 
Growth of Manufacturing Employment 168.7 % 
Non-Ferrous Mineral Production 34.9% 


95.2% 


The State’s Greatest Newspaper 


frizona’s Progressive Newspaper 


Fifty cents of every dollar spent in Arizona is spent in Metropolitan Phoenix. 
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SIGNIFICANT TRENDS 


Marketing News as Viewed by the Editors 


Is Marketing Concept Key to the 60's? ... 


The business bottleneck in the 1960's will be a 
lack of know-how and a shortage of facilities for 
marketing of new products in an expanding econ 
omy. So says Peter Hilton, president of Kastor, 
Hilton, Chesley & Clifford, an ad agency. A solu- 
tion for some companies, says Hilton, will be the 


establishment of a corporate marketing director. 


Hilton contends that there is presently no short- 
age of new products for the future and there will 
be no shortage of new products in the years ahead. 
Under-consumption poses a greater threat to the 
economy of the next LO years than over-produc- 
tion, and the answer to this threat, he advances, 
is improved marketing know-how within the 
individual corporation. 


“I believe that one of the most significant cor- 
porate trends of the past dozen years, says Hilton, 
‘has been the increase in the number of marketing 
directors in firms that have never previously had 
an executive so designated. . . . While his func- 
tion may vary from company to company, he is 
today generally regarded to be the keeper of the 
marketing concept. Most often, he is responsible 
for the coordination of advertising and _ sales: 
determining marketing needs before making a 
product; advance planning; keying all sales efforts 
to profitable volume, not just volume. Marketing 
directors are expected to keep these activities on 
target and get into the act as a catalvzer and 


control along the line. 


“One of the basic differences between a sales 
manager and a marketing manager,” Hilton points 
out, “may be said to be ‘profit consciousness’ 


rather than sales or volume consciousness.” 


Hilton predicts that in the 1960's more company 
presidents will emerge from the ranks of mar- 
keting directors than from production, finance or 


“sales.” 
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... Orls Salesman Stimulation the Answer? 


There is little doubt in the minds of progressive 


marketers that the marketing concept is the long- 
range answer to over-all sales. But, for short-range 
goals, operating sales executives seem to be look- 


ing for wavs to prod salesmen to produce more 


National Sales Executives, Inc., recentiv asked 
members to check off the 15 problems, on a list 
of 58, that were giving them the biggest head- 
aches at the moment. Respondents were remark- 
ably consistent in checking “new sales production 
stimuli” as their most urgent need. According to 
Al N. Seares, president of NSE, they rank their 


major problem areas aS follow 3s 


Effective motivation (incentives for sales- 
men 

Increasing effective selling time (more 
calls per salesman 

Development of creative selling 
niques 
Training — and performance evaluation 
Effective sales supervision practices 
Recruitment, interviewing and selection 
Planning successful sales meetings 
Betterment of salesmen’s attitudes 
Proper use of sales promotion aids 
Effective sales forecasting techniques 
Development of sales supervisors 
Profitable sales analysis - by salesmen 
Measuring the impact of competitive 
practices 

Setting equitable sales quotas 


15. Buver motivation data 


Respondents among NSE’s 30,000 members also 
took the time to volunteer 142 other problem areas 
(beyond the 58 in the questionnaire) to which they 
were devoting their attention. | 


continued on page 20 


Does Your Catalog 


m problems 
dvanced 

cts as the Martin Powet 
Reactor Systen his self-contained, 
air-transport ible system, shown here in 
scale-model form. makes reliable electric 


powe! and process heat quit klv available 


CO Too often, the products of possible suppliers are eliminated from consideration 


for our development projects because of difficulty in locating adequate design data. 


“Our experience indicates that manufacturers’ catalogs most effectively provide the 
kinds of design data we need. The catalogs we locate and use easiest are those contained 
in our Sweet's Catalog Files. A company’s products are unlikely to be eliminated 

from our consideration if pertinent design data is available to us in Sweet’s.99 


George P. Fulton, Chie/. Design Section. Nuclear Division 
The Martin ¢ ompany. Baltimore. Vlarvland 


Program Match Engineering’s Needs? 


| 


advances inevitably create new 


basic need of buvers for instant access to your cat 


pportunities tor thousands of prod ak at all times. The catalogs of over 1.700 man 


vour catalog program makes sure ufacturers are currently maintained by Sweet's 
in be considered whenever new in the 124.000 most important offices in the design 
? 


for them develop. you invariably en- engineering. plant engineering, metalworki 


broader use of your products and in- production, and building markets, These Sweet’s- 
uur selling opportunities, maintained catalogs are the most-used catalogs j 


Your catalog assures such consideration of your industry. 


rroducts. however. only when it is always easy Full information on this unique. buver-oriented. 


for your potential customers to find and use low-cost service 1 qui kly available through the 


Sweets service is your surest way to meet this nearest Sweet s ollice 


SWEET’S CATALOG SERVICE 


Di . kW. Dodge Corporation, 119 West 40th Stree 


Sweet's helps you market...the way industry wants to buy 


SIGNIFICANT TRENDS —<continved) 


Profile of a Good Distributor 


National Distillers recently presented gold medals 
f merit to the top 11 of its distributors. There's 
nothing particularly unusual about a company 
paying tribute to those who have played a big 


part in its success. Interesting to us, however, 


I 
were the criteria by which these distributors were 
selected from among the many handling Na- 


tional’s brands 


Che following were some of the factors considered 


in picking the 11 (a good list, in our opinion): 


Length of time as a distributo1 
[Importance in a market 

Minimum of conflicting lines 

Adequacy of inventories 

The house is a selling organization, not 
i deliverv agent 

Distributor has modern sales controls 
House has a well-trained sales force for 
intense coverage of the trade, with good 
supervision 

[It has distribution effectiveness in depth 
and Sizes 

Salesmen show interest in point-of-sale 
House has adequate merchandising serv- 


ice to trade and good delivery service. 


Packaging May Break Language Barrier 


\ European would be lost in a U. S. supermarket. 
He couldn't even find a package of soap, because 
there’s nothing in the market or in the wrapping 


to indicate what’s inside what. 


Che observation is by Harley Earl, a designer who 
doubles as vp in charge of styling for General 
Motors and operator of an independent industrial 
design firm in Detroit. He sees no special problem 
for manufacturers and supermarket operators 
right now. Most of our present complement of 
European visitors is composed of diplomatic dig- 
nitaries, he notes. “But, it won't do for the next 


decade when jet travel will stimulate inter- 
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continental tourist exchange beyond our dreams.” 


With Europe only six hours away and plane fares 
coming down to pocketbook size, the ocean will 
no longer divide one national group from another, 
Earl believes. And he predicts: “Design will break 
the language barrier”... The jet age will obsolet 
present American packaging techniques and revo- 
lutionize the appearance of the typical American 


supermarket 


Earl's picture of things to come: international 
packaging symbols on standard products, such as 
detergents, toothpastes, drugs and soups; a big 
shift to “see-through packages,” enclosed in trans- 
parent plastic materials. Supermarket aisles will 
give way to individual departments where signs 
which use symbols instead of words will guide 


the non-English speaking visitor. 


‘European markets,” says Earl, “will reciprocate 
in kind. They are actually ahead of America in 
this kind of design. Their road signs are much 
easier for the non-reader to understand than ours. 
Europe could teach us a trick or two about the 


art of silent salesn anship.” 


INTERESTING, IF NOT SIGNIFICANT .. . 


Only one family out of five is a typical American 
family of four members. In fact, nearly 25% 

all families have five members or more: 33% con- 
sist of just two persons . . . Two out of five 
family heads have only an elementary school 
education . . . The 165,000 boat trailers sold 
last year represented a 768% increase over 1950 


Children five to nine years of age remember 


outdoor advertising posters slightly better than 


Some 12° 


adults do of total auto produc- 


tion goes to fleet users Americans are gulp- 
ing 10 million more cups of coffee per day than 
they did last year. Average per capita (over 10 
years old) is 3.6 cups daily. In 1950, it was only 
3.1 cups ... The average supermarket with a total 
volume of $18,500 a week, derives $943 of this 


amount through sales of non-foods . . . 
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SCRIPPS-HOWARD’S 
12th ANNUAL 


Grocery Product 
Distribution Survey Report! 


67 GROCERY PRODUCT 
CLASSIFICATIONS 


Sixty-seven classifications and sub-classifications 
of products normally sold in grocery stores are 
included in this survey report. It shows the per- 
cent of distribution, brand by brand and market 
by market of thousands of brands 


13 CITIES SURVEYED 


The field work was done by 13 Scripps-Howard 
newspapers from coast to coast. Here are the 
cities represented: Albuquerque, Cincinnati, 
Cleveland, El] Paso, Evansville, Fort Worth 
Houston, Indianapolis, Knoxville, Memphis, New 
York, Pittsburgh and San Francisco 


STRONG AND WEAK MARKET 
SITUATIONS REVEALED 


Even some of the nation’s most widely recog- 
nized brand names have some weak spots in 
their patterns of distribution. This survey shows 


where they are. 


REPORTS AVAILABLE UPON 
REQUEST 


Any Scripps-Howard newspaper ot advertising 
office will supply you with a copy of this 12th 
Annual Grocery Product Distribution Survey 
Report. Write or phone today. 


SAN FRANCISCO 
INDIANAPOLIS 


DECEMBER 


SCRIPPS-HOWAR 


NEW YORK. World-Telegram & The Sun 


COLUMBUS 
CINCINNATI. . . Post & Times-Stor 


KENTUCKY .. . Kentucky edition, 
Cincinnati Post & Times-Star 


KNOXVILLE... . 


Citizen 


News-Sentine! 


General Advertising Department, 230 Park Avenue, New York City 
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D NEWSPAPERS 


DENVER. . . Rocky Mountain News 
BIRMINGHAM .. . 
MEMPHIS 

MEMPHIS . . 
WASHINGTON 


EVANSVILLE 


» Post-Herald HOUSTON 


Press-Scimitar 


- Commercial Appeal! ALBUQUERQUE .. 


EL PASO 


Chicago San Francisco Detroit Cincinnati Philadelphia 


Herald-Post 


L. G. Balfour Company 
to Diamond Plastic 


Box Company : 


“Your molded 


packaging helped 
¢ < 


us reduce package 
inventory by 75% 
and cut shipping 


costs 50%.” 


A few of the molded plastic boxes 
used to package the rings, insignia, 
fraternity pins, and bracelets 

made by Balfour are displayed by 
Mr. Bob Greene, Director of Design, 
L. G. Balfour Company, 

Attleboro, Massachusetts. 


The creative package molder manufactures packages 
in designs, sizes. and colors to suit a multitude 

of packaging requirements. These highly effective 
pac kages are molded by the Diamond Plastic Box 
Company, P.O. Box 326. Roanoke, Va 


Mr. Bob Greene, Director of Design, L. G. Balfour Company, reporting: 


“We made this move to molded packaging to modernize our packaging and streamline our handling and 
shipping procedures. The initial result was so promising that we have switched 

exclusively to molded plastic packaging by Diamond Plastic Box Company. 

“The result is that we have reduced our per-unit package costs as well as cutting our shipping costs in half 
This means real money to us since much of our business is transacted by mail. In addition. where we 
previously inventoried 50 standard jewelry packages, we have been able to reduce this to 12. 

“We also gained important merchandising benefits from this changeover. These packages look substantial 
and valuable in our advertising literature. They provide a perfect setting for quality jewelry. 

The lustrous ‘Balfour Blue’ color of the box, die-stamped with our new trademark in chrome 

undoubtedly contributes to the sales appeal of our product. 


“Furthermore, these molded packages protect the jewelry from tarnish, preserving the intrinsic value of the 


metal... and since much of our jewelry includes graduating rings for various colleges and 


universities, this protection is necessary.” 
Here’s another case where the creative package molder offered valuable assistance in design and 

| : 
production to provide an effective package. Perhaps molded plastic packaging and the creative package 
molder can provide the right answer for your products’ package. Monsanto can help you find out 
by evaluating your product at no obligation to you. 
Send the coupon for your free copy of “The Molded Plastics Package Evaluator.” It’s a time-saving 
guide which will help you determine whether molded plastic packaging is as profitable for your product 
as it has been for hundreds of marketers in many fields. 


Send for free copy of “THE MOLDED PACKAGE EVALUATOR” 
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Monsanto CHEMICAL COMPANY 


Plastics Division, Dept. 422, Springfield 2, Mass. 


Monsanto 


Please send me free copy of “THe Motpep Packace EvaLuator.” 


Vame 


*LUSTREX: REG. U.S. PAT. OFF 
Company 
°s a large variety 
ene molding »”m 


*s leading molders 


{ddress 


kaging. 


City State 


You wouldn’t buy 
half an umbrella 


Individually, or in combination, these 4 factors 
purchase-control every job in the industrial-large 
building field. An established fact! 


Be sure you have complete coverage of 
So isn’t it logical to do this? .. . Put first things 


first. Place your major advertising effort in the 


publication that carries you through to ALL of CONSULTING ENGINEERS 


“The Big Four.’’ Concentrate in the magazine 
that puts your advertising face-to-face with ALL 
the factors who count . . . those engineers and MECHANICAL CONTRACTORS 
contractors who specialize in heating, piping and 
air conditioning. 
HEATING, PrpInc & Arr CONDITIONING does ENGINEERS in INDUSTRIAL PLANTS 
precisely that! It’s edited for, paid for, and read 
by those you must sell: The Big Four. Clearly, 
it’s the stand-out magazine in Prd field. ENGINEERS in LARGE BUILDINGS 
Want proof? HP&AC has the largest and only 
fully paid circulation, leads by over 2 to 1 in 
advertising volume, has more advertisers, is used 
exclusively by more advertisers, and carries more 
editorial by far. 
Don’t settle for less. Don’t sell yourself short. 
Concentrate your advertising in HP&AC—the 
one book that does so much for you. 


Air Conditioning Headquarters 
KEENEY PUBLISHING CO., 6 N. MICHIGAN AVE., CHICAGO 2 
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LETTERS TO THE EDITORS 


aggressive Kansas City 


I am an ardent reader of Sales 
Management and I found your ar- 
ticle on “Rebirth of the Downtown 
City” most interesting [Nov. 10, p. 
102]. It is an excellent article and 
a most informative one. 

However, I was amazed to find 
Kansas City, Mo., excluded. You 
will find that Kansas City’s rede- 
velopment and renewal program is 
one of the most aggressive in the 
nation, if not absolutely tops! It is 
considered a “model” in its for- 
ward planning and current action 
in revitalizing the downtown area 
of Kansas City. 


Harold L. Jenkins 
Vice President 
Traders National Bank 
Kansas City, Mo. 


the GM glacier 


Congratulations on the General 
Motors marketing story in your 
Nov. 7 issue [“Can the Others 
Check GM’s Marketing Glacier?” 
p. 33}. 

This is really an historic piece 
and I think you will hear about 
it for a long time 

At one time I was a suc- 
cessful automobile dealer and 
therefore appreciate the facts in 
vour excellent article 


Keep up the good work. 
Philip J. Kelly 


Vice President 
Lynn Baker, Inc. 
New York, N. Y 


Just finished reading your article 
in the Nov. 7 issue of Sales Man- 
agement on the subject of GM. 

I have been a purchaser of GM 
cars for 25 years. Now that it has 
53% of the market and is going to 
change models every year, I don't 
want any more of its cars. In fact, 
I just bought a new Dodge, my 
first ownership of a Chrysler prod- 
uct. : 

When a company gets 53% of 
the market in as big a field as the 
automotive, it gets to the point 
where it is almost a monopoly. I 
would hate to see GM put Ford, 
Chrysler and Rambler out of busi- 
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ness. Your article certainly didn’t 
help the situation any. It gave GM 
a terrific send-off. Seventy-five per- 
cent of your story was on GM and 
25% on Ford and Chrysler com- 
bined. GM ought to send you a 
check for $10 million. 

Maybe you like monopolies, but 
if GM made all the cars in the 
U.S. you can be sure that it would 
begin to use a baseball bat and 
shotgun on the customers by charg- 
ing them $5,000 to $10,000 for a 
car, if it thought it could get away 
with it. I am sure I am not the 
only one in the U.S. who thinks 
automobiles’ are out of line in the 
prices being charged, by at least 
$1,000 a car. 

Anyway, congratulations on giv- 


ing GM such fine publicity. 


Carl H. Sigler 
Vice President—Merchandising 
Gordon Best Co., Inc. 
Chicago, Il. 


office copies get around 


You may be gratified to know 
that in addition to our Schenley 
library subscription for Sales Man- 
agement, several of our executives 
have subscriptions coming to them 
at the office. 

As a matter of fact, one of ow 
office copies containing your edi- 
torial comments was shown to me 
by a member of our staff the day 
we received the Nov. 7. issue 
(“Bourbon-Flavored Culture,” p 
71: 

We are all aware of the editorial 
interest your magazine has shown 
in our industry. We admire and 
are preserving the splendid article 
in your Sept. 10 issue entitled, 
“Water of Life,” [p. 22 


Lewis S. Rosenstiel 
Chairman 
Schenley Industries, Inc 


New York, N. Y. 


cashing in across the border 

That was an interesting article 
in your Nov. 10 issue—“Is the U.S.- 
Canadian Border a Marketing Bar- 
rier?” [p. 100]. 


In the main, it was sound, and 


QUAD-CITIES 


ROCK ISLAND @ MOLINE @ E. MOLINE @ DAVENPORT 


now the nation’s 


7th 


TV MARKET 


according to Television Age Magazine 


4 RETAIL SALES are above the 
national average. Rock Island, 
+ Moline, East Moline are rated 
s “preferred cities" by Sales 
; Management magazine every 
month this year. You too, can 
expect above-average sales if 

you BUY WHBF-TV NOW! 


WHBF-TV 


CBS FOR THE QUAD.-CITIES 
Scott County, fowa, Rock Island County, Illinois 
Represented by Avery-Knodel, Inc 


if you're 
hunting in 


WESTERN 
MONTANA 


KMSO channel 13 


watts, reaching 47,000 homes 


KGVO radio first choice of 


42,000 families 


191.000 


CBS NBC ABC 


GILL-PERNA Rep 
or direct 
MISSOULA, MONTANA 


The New Yorker was selected by over 250 advertising agencies both 
iere and abroad to serve* their clients last year. Their accounts (over 
1500 of them) found that The New Yorker activates its readers to buy. 


*The New Yorker sells quality in quantity, 


NEW YORKER 


New York, Chicago, San Francisco, Los Angeles, Atlanta, London 


LETTERS 


the comments on “spill over circu- 
lation” into Canada from the United 
States were much in line with our 
own experiences and observations. 


However some advertisers over-' 


estimate this influence and, _be- 
cause of it, refrain from using the 
strictly Canadian publications ad- 
dressed specifically to Canadian 
buvers 

My personal observations—made 
over several decades in the Cana- 
dian publishing field — lead me to 
believe that this “spill-over adver- 
tising” builds a foundation of re- 
spect and knowledge in Canada for 
a company or its products that 
only bursts into real buying inter- 
est when advertising also appears 
in Canadian publications 

In short, if a U.S. advertiser 
wants to really cash in on _ his 
U.S. overflow, let him add to it 
some Canadian advertising. He 
will be surprised and delighted at 
the results 


Norman McHardy, Sr. 
President 
Age Publications Limited 
Toronto, Ont 


no longer alone 


Over three years ago, I embarked 

with my agency—on a new pro- 
gram of client service and counsel 
in the field of marketing 

Up to a year ago, we felt very 
much “alone” then we sub- 
scribed to Sales Management. 
There is so much meat in the mag- 
azine, so much help and informa- 
tion that is both timely and valu- 
able, that we have been well able 
to assist our accounts even further 
toward their marketing goals. In 
fact, it seems that when we run 
across certain problems and get 
stumped for an answer, along 
comes the new issue of Sales Man- 
agement with a case history or data 
information that helps us with an 
approach to the solution of the 
problem. 

Now, with the Nov. 10 issue, we 
get full confirmation, from the 
many articles in it, of what we 
worked hard for over a three-year 
period ' 


Harold Siegel 
President 
Siegel, Colgrove & Associates 
Louisville, Ky. 
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REAP 


SALES 


NOW 


in the UNIT STATES 
OF AMERICA 


Midwest farmers have it made—another record 
crop has been harvested. They have the cash and 
are making their plans NOW on how and where 
—and with whom—to spend it . . . The big vol- 
ume of Midwest sales will go to advertisers who— 


@ PLACE IT RIGHT. Midwest Unit Farm Papers give 
you deepest penetration in the world’s richest farm 
market. You reach 9 out of 10 of the Midwest’s 
farm families. 

@ TIME IT RIGHT. Midwest Unit Farm Papers are 
published twice monthly, have short, convenient 
closing dates, give you complete control of the 
important timing element in selling. 

@ KEEP IT FLEXIBLE. Unlike national publications, 
Midwest Unit Farm Papers can accommodate copy 
changes on short notice. You can use the same or 
completely different copy in each of seven different 
editions of these five publications. 

@ LOCALIZE IT. Only Midwest Unit Farm Papers can 
offer practical local dealer listings, effective dealer 
merchandising tie-ins. 


To sell hardest and keep on top of your selling 
program at all times, you need the power and 
prestige of Midwest Unit Farm Papers. Tell us 
you want action. You'll get it. 


4 


i OStatTes 
oF AMERICA 
Fam Papen 


NEBRASKA FARMER «+ PRAIRIE FARMER 
THE FARMER + WALLACES'’ FARMER & IOWA HOMESTEAD 
WISCONSIN AGRICULTURIST & FARMER 


AvpreEss: Midwest Farm Paper Unit. Sales offices at: 35 E. 
Wacker Drive, Chicago 1 .. . 250 Park Ave., New York 17 
...110 Sutter St., San Francisco ... 159 S. Vermont Ave., 
Los Angeles 4. 


QUESTION: What big 


O isolated market in the West is 


sO distinctly different that it 
cannot be measured by its metro 
area alone and offers you more 


food sales than the Kansas City 


or Denver metro areas . 
more drug sales than the 
Milwaukee or New Orleans metro areas 
. more automotive sales than 
the Cincinnati or Indianapolis metro 
areas .. . or more total sales than 
you can get in any but the first 


19 metro areas—and is covered with 


just one big “newspaper-buy?” 
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Heart f the Pacifire orthwest 


ANSWER: 


2 The Spokane Market 


Total Spokane Market Metropolitan Spokane 
Retail Sales Retail Sales 
$1,356,899,000 Hak. $366,060,000 


The Spokesman-Review and The Spokesman-Review and The Spokesman-Revieu and 
Spokane Daily Chronicle reach Spokane Daily Chronicle reach Spokane Daily Chronicle reach 
5 out of 10 families. 7 out of 10 families. more than 9 out of 10 families. 


All data: SRDS November 1958 


If you’re scheduling markets by metropolitan areas, take a second 
look at the Spokane Market. Here’s a distinctly different market, 
requiring an entirely different set of measurements. Walled-in on 
all sides by giant mountain ranges and with Spokane 300 or more 
miles distant from other metropolitan areas, the Spokane Market is 
an isolated—but integrated—multi-billion dollar sales area the size 
of New England. Metro data fall far short of the full strength of 
this big market, which is 4 times as big as its metro area in popula- 
tion, income and sales. But you sell it ALL with just one big “news- 
paper-buy”’: The Spokesman-Review and Spokane Daily Chronicle. 


9 out of 10 Subscribers delivered at Home—86.41% UN-duplicated 


“te Cover en 
the Inland Empire 


THE SPOKESMAN-REVIEW 
SPOKANE DaiLy CHRONICLE (eee 


1 out of every 


idvertising Representatives: Cresmer & Woodward, Inc. Sunday Spokesman-Review carries Metro Sunday comics and Thi ag 1 2 tamilies 
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clean sweep! 


In 1958, Lestoil's entire advertising budget 

($9,000,000) went into spot television... 
‘making this fabulously successful house- 
hold cleaner the medium's largest single- 
product advertiser! Amazing, for a client 
Which spent just $10,000 for advertising 
in 1954.Even more so,when you consider 
the act that Lestoil has no large-scale 
distribution west of the Mississippi and 
south of Washington, D.C. 

This atrib tion pattern is one reason 
Lestoil uses Spot television. There’s no 
sition: Lestoil puts its money 
where the product is. Spot television's 
combination of sight, sound and motion 
creates demand, forces distribution, sells. 

Naturally, the tv stations we represent — 
in New York, Chicago, Philadelphia, Mil- — 
waukee, St. Louis and Washington all run 
Lestoil schedules. (And not hard-to-get 
announcements in prime time either. Just 
plenty of low-cost announcements in so- 
¢alled “fringe” time, 52 weeks a year.) 

ASK to See a typical Lestoil schedule. 
And then fet us produce one for you that 
rn iOnomy...and results. 


SPOT SALES 


PS SB Rear, ony 
el 


The crepe has been hung on 21. 


Now—July Television Magazine ranks 
the WBTV-Charlotte Television 
Market 16th in the Nation— 


First in the South—with 662,074 sets! 


The Charlotte-WBTV Market outranks 


such major areas as Atlanta, Dallas-Fort 


Worth, Baltimore, Cincinnati, 


Milwaukee, and New Orleans. 


WBTV-Charlotte—SWEET SIXTEEN— 


is a honey of a buy. 


Make a date with CBS Television Spot Sales. 


SWEET SIXTEEN 


AMERICA'S 


MARKET 
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How to Reach Minds—and Hearts — 
When You Talk to People 


Conversation isn’t necessarily synonymous with communication. 


Here a qualified psychologist offers seven techniques you can 


use... 


1. to achieve understanding of others, and 


2. to motivate them by skillful handling of the emotional 


aspects of communication. 


By DR. JESSE S. NIRENBERG 
Director of Psychological Services, TradeWays, Inc. 


MANAGING AND SELLING can be 
no better than the face-to-face com- 
munication involved in them. 

When two people talk to each other 
a good deal of what is said is never 
heard, and part of what is heard is 
misinterpreted. There is much less of 
a meeting of minds than is realized. 

Too many managers and salesmen 
are not aware that, when communi- 
cating, they are in a contest: They 
have to compete with the inner voice 
of the person they’re addressing. For 
example, a manager speaks to a sales- 
man who is still dreaming about the 
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last big sale he closed. Or talks to 
his boss who is thinking of what he 
is going to tell the manager. Or tries 
to sell a prospect who is polishing up 
his next objection. Nobody is really 
listening closely enough to the man- 
ager. Some of what he says gets 
through, and the listener fills in the 
rest, so that what he “hears” is dif- 
ferent from what was said. 

How can we do a better job of 
reaching the minds of others? 

In the practice of psychology, face- 
to-face communication is the main 
tool for examining and helping peo- 


ple, and is the subject of intensive 
study and research. As a result, its 
techniques have been highly devel- 
oped. With practice, a number of 
them can be applied in industry by 
managers, salesmen, and other per- 
sons for whom such communication 
is vital. Here are seven of these tech- 
niques to guide you 


1. Draw out 


Often, a person does not come right 
out and say what he means when he 
starts talking. During his first few 
remarks he may be clarifying his 
ideas, or deciding whether or not to 
say what he has in mind. He may 
start with vague references to his 
subject, or make some superficial, un- 
illuminating remark, or say the oppo- 
site of what he means, in an effort to 
conceal his true feeling. Some people 
habitually conceal their true feelings, 
even when there is nothing to be 
gained from this. 

Therefore, to reach the mind of an- 
other person it is often necessary to 
draw him out, reserving interpreta- 
tion until he has spoken for a while. 
Don’t form any conclusions from his 
first few remarks. 
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lo draw out isk questions that 
equire the othe person to give struc- 
ture to his answers rather than just 
affirmatively 
For example, rather than ask, “Did 
he seem interested in you presenta 
tion’ put the question as follows: 
How did he react to vow presenta 
tlonr lo the first form the 

mere “Yes 


it 
ict 


espond negatively o1 


person 
or “No,” 
may be quite true 
have been some _ interest 
of the presentation, o1 
been onlv half-hearted 


vour question calls for an ex 
ol answet ind vou still re 
1 meager response prob ful 
, i 
1 
Ask the person to tel 


the subject Ol 


] ou more 
repeat in a 
~ what he 
a sale Sman re- 


prospect “seemed in- 


terested but wanted to think a little 
more about it,’ vou can sav, “Think 
a little more?” The salesman might 
then clarify by some such response 
as, “He liked the product, but he said 
the price was high ” 

Another technique for drawing out 
is to remain silent after the other per- 
son stops talking. For example, dur- 
ing an interview with a job applicant, 
if vou ask about his last job he may 
say, “It was an interesting job and 
I had a lot of 
and stop at that point, 
waiting for you to ask something else. 

If vou continue to look at him, say- 
ing nothing, he may add more illumi- 
nating material, such as: “I liked the 
iob a lot but mv boss didn’t seem 
I didn’t feel I 


Your silence 


the pay was good. 


respor sibility,” 


receptive to my ideas 
was getting an\ where.” 
is an implicit request for him to con- 
tinue 


Dr. Jesse S. Nirenberg thinks 
of himself as a= specialist in 
marketing communications (” 
let me clarify — communications 
between manager and salesman; 
manager and sales force; sales- 
man and prospect; company and 
customer or consumer. 
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eight-month-old daughter, he has 


married and with an 


gathered three degrees (the last 


a Ph.D. from NYU), taught psy- 
cology both at NYU and Fordham 
Hospital, gained certification as a 


psychologist in New York State, 


Taking the Fog Out of Communicating 


developed a specially designed 
psychology 


nurses 


course for student 


aimed at making the 
patient emotionally comfortable, 
served as an officer in the Air 
Force, is active in both the Amer- 
ican Psychology Assn. and the 
New York State Psychology Assn., 
has written articles for several 
national publications and is cur- 
rently director of psychological 
services at TradeWays, Inc., a 
New York management consult- 
ant firm. 

At TradeWays, he directs com- 
munication skills workshops, at- 
titude surveys of employe and 
market groups and psychological 
testing of individuals, all de- 
signed to fit the client’s need. 

Dr. Nirenberg is devoted to 
marketing communications. His 
grasp of the subject becomes ap- 
parent when you hear him say 
with typical conviction, “People 
don’t always say what they 
mean, with the result that what 
is heard is often misunderstood. 
This sets in motion, a whole 
string of events which shouldn't 
have started in the first place. 
A meeting of the minds is im- 
portant.” 

Spare time activity? Says Dr. 
Nirenberg, “I like to read.” 


rhese drawing-out techniques —ask- 
ing questions that require an explana- 
tory answer, asking the other person 
to explain further, repeating the last 
few words, and remaining silent—can, 
and should, be used interchangeably 
Overdoing one technique will make 
the discussion sound stilted or give 
it the quality of cross-examination. 

Another cardinal rule in drawing 
out: Never interrupt the other person. 
Interruption frustrates his effort to 
communicate and he may stop trying 
Furthermore, it implies that you're 
more interested in your own thoughts 
than in his, and he may not feel like 
competing for your attention 


Interpret back 


Ambiguities, too-broad generaliza- 
undefined terms, and_ other 
camouflages must be stripped away to 
uncover what’s in the mind of the 
other person. One effective tool for 
this, to be used along with drawing- 
out, is interpreting back. 

When the other person says some 
thing which can be interpreted sev 
eral ways, offer your interpretation to 
him to see if it coincides with his 
This does not mean merely, repeating 
what he said. Say what you think he 
meant, and see if he agrees with this 
Offer an implication that seems to 
follow from his statement. If he 
accepts the implication, you have 
understood what he meant. If he 
doesn’t, you have to try again. 


tions, 


> Suppose, for example, a top execu- 
tive says to the general sales man- 
ager: “We seem to be having trouble 
getting our technical messages across 
to prospects and understanding their 
technical problems. From now on 
let’s hire salesmen who have engi- 
neering degrees.” 

The sales manager isn’t sure the 
top executive really means this so he 
offers an implication as a test: “Does 
this mean that if we find a man with 
a good technical background in our 
field and a good sales record but with 
no engineering degree, we can’t hire 
him?” 

The top executive might confirm 
that this is what he meant, or he 
might modify his position as follows: 
“Well, no. I guess it might be worth- 
while to make some exceptions if a 
man has technical experience and is 
a good salesman. We can’t afford to 
let good salesmen slip through our 
fingers, but they have to know what 
they are talking about.” 

The sales manager might then test 
this further by asking: “Suppose a 
really first-rate salesman with proved 


(continued on page 76) 
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MARKETING PICTOGRAPH 
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Where’s the Waste in Style Obsolescence? 


Some of Detroit's critics say that the new-every-year trend in autos is an economic waste, 
“forcing” the car owner to trade-in his gas buggy practically before the ashtray gets full. 
But, these detractors sometimes forget the used car market—a market twice the size of 
the new-car market—which gets full life out of Detroit’s production long after the style 
is out of fashion 


RUN LONGER THAN EVER 


average age at time of scrapping 
wow, AO 
Li io Lj p 


age Vaeeee ane @a8 Yeees "aees 6 
@ae ene s008 £0080 st008 e000 s008 


AND THEY ARE RUN FARTHER 


accumulated mileage at time of scrapping 


Source: Automobile Manufacturers Association 
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BEST SELLER is this Boy Scout calendar by the famed illustrator, Norman Rockwell. 


Year after year Boy Scouts distribute this, their official date-teller. The Scouts pay 
Mr. Rockwell a whopping sum for the art. But they get a cut on each calendar sale. 


Calendar Art for ‘59 


Runs a Gamut in Tastes 


“WE'RE 


mation 


LIVING in an age of auto- 
People harken back to the 
nostalgic—it gives them a feeling of 
security, of belonging _ 

The quote is from John Oakson, 
president of the thriving calendar firm 
of Osborne - Kempe 
Cincinnati 


Thomas, Inc., 
He was explaining why 
his firm’s “Our America” line—featur- 
ing such old standbys as photos of 
animals, fishermen, little boys and 
sweet old ladies—is the favorite among 
all types of calendars with American 
business firms 


It’s a case of the more 
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things change the more they remain 
the same. 

For calendars have changed: Com- 
ing up this year with O-K-T will be a 
new type of religious calendar, born 
of the country's increasing interest in 
things religious. They're handsome, 
purposely designed to look well in the 
living room of the most contemporary 
model home. The art is similar to 
modern stained glass windows and the 
color work increases the resemblance. 
Printing is clean and almost bone- 
bare. And the line is split into two 


Roman Catholic 
households, the other for Protestant. 
Of the two, the Catholic has, perhaps, 
a more ecclesiastical look; the Protes- 
tant calendar is the more humanistic 
Each is a departure from tradition in 
shape (they're long and narrow with 
a spiral top and they're printed on 
heavy, vellum-tvpe paper). The firm’s 
salespeople, who met recently in five 
key cities to preview the entire 1959 
line, expect these particular calendars 
to revolutionize the industry. 

On the other hand, the world’s 
largest producer of calendars, Brown 
& Bigelow, St. Paul, Minn., produces 
only interdenominational calendars of 
traditional type 
1959 shows 


sections — one for 


Their showpiece for 
a mother and daughter 
praying together. The firm is careful 
not to identify any particular sect in 
its religious calendars. Even a church 
when used as illustration, could be 
either Catholic or Protestant 


> Religious calendars are high on B 
& B’s popularity poll. So are docu 
ments or pictures with historic-patri- 
otic flavor. Like Osborne-Kemper- 
Thomas, the firm knows that calendars 
tying in with safety on the highways 
and in the home, urging fire preven- 
tion, or just showing pretty girls are, 
and probably will always be, best- 
sellers. (But Brown & Bigelow gave 
up nudes on calendars several vears 
ago. And Osborne’s body work, this 
year, is restrained: Its pretty-gal cal 
endars, beloved of country garages q 
and feed stores, are more in the Petty~" 
tradition. As Billy Rose once put it, 
“A pretty girl with a couple of ounces 
of clothing is more exciting than a 
nude. Leave a little to the imagina- 
tion.”) 

Oakson, an articulate man who 
studies the calendar field like a scien- 
tist, believes that the calendar is a 
shaper of the public’s taste in art. 
Says he: “Successful calendars must 
reflect current taste in art. They 
should be aimed at improving taste 
not at reforming it—we re trying to 
meet the public taste, not impose our 
will.” 

As an example of what he means 
he points to the company’s Around 
the World in Art series, with art work 
by John Hayson. The illustrations are 
depictions of well-known places but 
the art work is almost impressionistic. 
Still anyone can recognize the tune— 
it isn’t abstract. 

When you see a picture of a pretty 
girl on a calendar, says a B & B 
spokesman, it’s no accident if she is 
wearing jewelry, furs, flowers and 
evening dress. The picture is designed 
to help solve the sales problems of 
jewelers, florists, dry cleaners. Gener- 
ally the poster gal wears no hat. 
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tLITes ire cnosen 


Reason ( ilendar pi 


two vears before use and time does 
funny things to women’s hats. It does 
even funnier things to their hair stvles 
So calendar girls have no unusual 
coiffures 

Calendars of the humorous Moun 
taineer tvpe by Paul Webb are peren 
nial best-sellers Some retailers use 
this t pe veal after vear for thei 
trademark And Webb 
Mountainee 
Oncle Givne\ 


a retailer can carry 


also uses the 
grandma Luke and 
in direct mail pieces, so 
his sales punch 
anothe1 step 

You could hardly visit a school in 
the land without coming across the 
official Boy Scouts 
distribute a fabulous 1,750,000 copies 


Scout calendar 


each veat Like most calendar fav 
rites, the Bov Scout is no abstract. 
Che list of businesses that buy cal- 
endars in the greatest volume, accord 
to Brown & Bigelow, hardly 
1anges from vear to vear. Here they 


automobile dealers automotive 
repairs, service stations 

insurance agents and real estate 
brokers 

banks 

funeral directors 

manutacturers 

grocers and butchers 

truckers 

hardware stores 


florists 


%? 


FAMILY groups are perennial best-sellers. This is part of 
“The Family That Prays Together, Stays Together’ series. 
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Savings and Loan Association 
». * 
"Ss 

pe 


1898 Pres 1898 


24 25 26 2 
NOSTALGIA still figures in calendar 
sales. This one is of 1898 vintage. But 
many current calendars sell sentiment. 


Executives of the company scoff at 
the well-circulated report that the 
madam in one of Chicago's most 
famous maisons each:vear orders 3,000 
B & B seasonal greeting cards for 
mailing to business addresses 

Osborne-Kemper-Thomas feels the 
While 


current editions are streamlined, they 


business has gone full-cvcle 


represent a return to some of the 
restraints practiced 75 vears ago. To 
day, it savs, the “sell” is softer than it 
has ever been. But the art work is 
superior to any previous level. 


In a national survey it was found 
that 69% of America’s houswives like 
to change pictures on their calendars 
Hence O-K-T’s multiple sheet or 12 
sheet calendars get first choice in the 
kitchen. 

And since the housewife’s daytime 
life is kitchen-centered, the firm has 
designed a decorative-useful calenda1 
for her. It’s the “Memo Board,” a 
blackboard measuring 26” x 22” with 
the months forming a colorful border 
Another housewifely help is the 
pocket on the back of the calendar 

Humor sells. and Osborne has fig 
ures to prove it. New accounts bought 
35% of production of the funny Life 
Can Be Beautiful series. Manv of the 
orders were from businessmen who 
had not previously used calendars as 
promotion pieces. And 35% of all 
orders was business captured from 
rival advertising service firms. 

Surprisingly, the most 
calendar paintings are the least ex- 
pensive in the long run. Norman 
Rockwell, who does the Boy Scout 
picture each year, as he has since 
1924, reportedly gets a whacking fee 
of $10,000 for each painting. But his 
calendars sell in such enormous vol- 


expensive 


ume thev are inevitably big money 
makers. B & B has him under a con- 
tract: He can do calendars for no one 
else, although the company made an 
exception in the case of Ford Motor 
Co. which wanted Rockwell to do its 
50th anniversary calendar. 


THE INEVITABLE pretty girl . . . You'll find her hung on the 
walls of filling stations, feed stores, the boss’s office. 


37 


America’s Farmers ‘Create’ 


Their Long-Term Prosperity 


Weather, pests, prices, politics still are imponderables. But to- 


day’s bigger-better farmer also builds his growth. Multi-sided— 


“scientist,” bookkeeper, business-manager—he engineers and 


organizes free-flowing mass production. With $13 billion realized 


IF YOUR MARKETING is over- 


urbanized, stick this in your Stetson 


1. In 1958 there’s been record 
prosperity on The Farm 

2. In the first three quarters ot 
1958, realized net farm income rose 
19% to an estimated annual rate of 
$13 billion 


3. In 1958 farmers’ net assets, af 
ter all debts, expanded nearly $10 
billion—from $156.9 to $166.5 billion 


1. Today the average farmer 
owes only $11 for each $100 of his 
assets, and two of every three farm 
ers are mortgage-free 
5. Ever fewer but bigger and bet 
ter farmers take more of the growing 
pie 


6. When U.S. population passes 
200 million a few years hence, two 
million fewer farms amply will pro- 
vide for it. 


7. Those farms will average twice 
as large and will be several times as 
productive. 


8. More than ever, the able farm- 
er will have replaced brawn with 
brains and mechanization, to guide 
and “work” a free-flowing “manufac 
turing” operation. 


9. And for a vast variety of con 
sumer and “capital” products, the 
cream of the markets will be The 
Farm. 


Driving across corn and wheat, hog 
and cattle belts, from Freeport, N. Y., 
to Gallup, N. Mex., I could see that 


the growing was good. Feed and 
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net income in 1958, farm families are ever bigger customers. 


By LAWRENCE M. HUGHES 


farm-implement folks confirmed it 
So, along the way, did general store 
and garage men, barbers and bankers, 
and heavy-laden truck drivers. 

So, at Des Moines, did Dick Han- 
son, editor of Successful Farming, 
and J. T. (Tom) Miller, research di- 
rector, and others of Meredith Pub- 
lishing Co 

And so did Sales Management's 
monthly High-Spot Cities. In this 
“recession” year farm-rooted cities 
fared best of all. Among all 287 U.S 
cities in retail sales expectations, the 
top three were Sioux Falls, S. D., 
Sioux City, Iowa. and Hutchinson, 
Kan. All 15 Canadian cities were led 
by Regina, Sask. 

In fact SM starred, as moving faster 
than the U.S. trend, every city in 


“FLOW ENGINEER”: Dick Hanson’s job 
as editor of Successful Farming is partly 
to help farmers produce more in less 
time, more profitably, with less effort. 


Colorado, Iowa, Kansas and Nebras 
ka: the one, Fargo, in North Dakota 
and two or three in South Dakota. In 
Minnesota, while Minneapolis and St. 
Paul thrived, the ore-shipping port of 
Duluth lagged 

Obviously, in that “hard goods re- 
cession,” corn and hogs, cattle and 
wheat were better bets than steel and 
aluminum, appliances and automo- 
biles 

For four years in fact farm reve- 
nues have risen steadily 

In 1958 major crops which neared 
or passed record levels were corn, 
wheat, soybeans and alfalfa. Though 
larger than a year ago, cotton set no 
new mark. . . . But from New Jersey 
and Florida to California, truck crops 
were lush. From Wenatchee, Wash., 
to Lexington, Va., apple trees were 
heavy. In Maine potatoes were piled 
high on the Bangor & Aroostook, and 
down in Georgia broilers were worth 
their weight in millions. 

And for the first time in three years, 
Fortune notes that the over-all trend 
of prices received by farmers (up 
1%) exceeded prices of the things 
they bought (up 3%). . . 

Madison Avenue’s maps of sprawl- 
ing Megalopoles, Interurbias and Su- 
perurbias leave less and less room fot 
rural America. But the fact is that 
farmers have some space. Of 1,903,- 
824,640 land acres in continental U.S. 
(minus the 49th State), the 1954 
Census of Agriculture could count 
1,158,191,511 acres in farms. Since 
1930, 171,420,495 additional acres 
had been put into farms. (Newly irri- 
gated land accounted for only one- 
sixth of it. But more “deserts” still 
are being reclaimed.) 

In the 1930-54 period, the number 
of farms declined 24%, from 6.3 to 
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LUNCH AT THE ROUND TABLE, one example of what mechanization has meant for 
cows. For the farmer, it’s meant fewer man-hours per farm chore, and more leisure 
time. It’s put him in the market for consumer products he’s been too busy to enjoy. 


1.8 million, while size of the average 
farm grew from 157 to 242 acres 
the estimated 4,754,000 farms 


average larger still 


Today 


The 20 million people now on farms 
represent only 11.4% of our 175 mil- 
lion population. But the fewer farm 
ers are taking in their stride the prob 
lem of feeding (and clothing) the 
nation’s mounting millions. As sup 
pliers and customers, more than ever, 
thev count: 


1. Predominantly, they have be 
come owner-farmers 


2. Predominantly, they are solvent 


farmers 


3. More of them are one crop, or 
related-ciop, specialized farmers 
Livestock farmers are one group do- 


ing best today 


4. Increasingly, they are more effi 
cient and more mechanized farmers 


5. Instead of being slaves to the 
soil, more and more farm families 
have the means, the time and the dis- 
crimination to become competent cus- 
tomers. 


In the 1930-54 census periods the 
ratio of farmers who owned all or 
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part of “their” farms climbed from 
57.6% to 75.6%. 


Between 1950 and 1957, the U.S 


Department of Agriculture 
farmers’ total physical assets rose 
from $130.7 to $176.4 billion. For 
1958, Federal Reserve Board Bulletin 
estimates them at $186.7 billion. 

Meanwhile, farmers’ total liabilities 
increased only from $12.5 billion in 
1950 to an estimated $20.2 billion in 
1958. 

Thus, in eight years, farmers’ equi 
ties, or net worth, sprouted nearl\ 
41%—from $118.2 to $166.5 billion. 

Today, their liquid assets alone are 
nearly as large as all their current 
and long-term liabilities combined. 

In 1958 their cash farm income will 
be about $35 billion 

Agriculture, of course, is every 
state’s asset: The nation’s cash farm 
income average per farm in 1957 
was $6,489. Arizona’s relatively few 
farms led the states’ averages with 
$40,586. Tiny Rhode Island and 
Delaware beat the “average” substan- 
tially. New Jersey’s “gardens” aver- 
aged twice the gross of Texas. 
Many states stand high in some area 
of agriculture — New York, for in- 
stance, in number of milk cows, and 
Wyoming in sheep. 

But eight of the 10 cash farm in- 


shows, 


cessful Farming 


t ucc 


$c 


come leaders are in the broad “Mid- 
west.” 

As groups, the bigger businesses in 
farming are the only ones which are 
growing: Between 1950 and 1954 
latest year of government figures 
the number of Class 1 farms rose 
297%, from 105,536 to 134,036, and 
of Class 2 16%, from 386,423 to 448.- 
753. (Farms in these classes, respec 
tively, are those which get a cash 
farm income of $25,000 and more 
and $10,000 to $24,999.) 

All other classes declined 

Of the 4.8 million farms counted 
in 1954, principal types were: live- 
stock (other than dairy or poultry), 
695,000; dairy, 549,000; cash-grain, 
538,000, and cotton, 525,000. (Cash- 
corn, sorghum, small 
grains, soybeans, etc.) “General” 
farms totaled 347,000. Farmers in 
this group usually “related” 
crops and livestock, such as corn and 
hogs 

Mechanization speeds the effective 
growth of farm businesses. 

Between 1950 and 1957 the total 
of “hired hands” fell from 9.3 to 7.6 
million. But average investment per 
farm rose from $9,765 to $16,813 
And despite fewer hands, output per 
manhour climbed 28% 


grain means 


raise 


& Since World War II use of tractors 
on the fewer farms increased 99%: of 
motor trucks 101%; of combines 
177%. Farms with milking machines 
doubled. Use of cornpickers more 
than quadrupled. Pickup balers mul- 
tiplied twelvefold. 

And mechanized “mass production” 
may just be starting. 

Though young Dick Hanson of 
Successful Farming doesn’t expect to 
live to see “completely push-button 
farming,” this magazine for four years 
has been busy abetting one trend 
toward it—in an every-month editorial 
campaign for easier and faster mate- 
rials-handling. 

SF largely is a “livestock book.” 
For such “parts” of the livestock 
enterprise as grain, hay, silage, sacked 
feed, manure, fertilizer, fuel, chemi- 
cals—and molasses and water—its four 
materials-handling precepts are: 


“1. Don’t move it. Or move as 
little as possible. Shorten distances. 
Let animals self-feed. 

“2. Handle larger amount. 
every trip Eliminate 
batches. 


Make 


count. small 
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“3. Make flow continuous. Use 
machines to move materials automati 


cally 


“4. Condense it. Reduce bulk and 
weight of Change _ their 
shape for easy handling.” 


materials 


Many of a total of its 50 articles 
on materials-handling have been re 
produced by Successful Farming in 
three editions of a book on these 
problems Techniques devised by SF 
itself and case studies of develop- 
ments by individual farmers are get 
Manufactur- 
ers have begun to make machines to 
meet clearly marked market needs! 

SF’s May 1958 issue described a 
pelletizing machine for alfalfa. May 
surveys showed that 16% of its 1.3 
million circulation 


ting interest and action 


would be _ inter 
ested in buying it — if available — for 
less than $3,000 a unit 

Starter 
ready 


fertilizer attachments al- 
were available when SF de- 
scribed them and their advantages 
Within 14 to 15 weeks of publication 
surveys found that 24% of SF’s men 
readers had discussed them with 
Thousands of 
had bought an at 
tachment of the recommended type 


Seven per cent or 93,000 


neighbors or friends. 
readers already 


planned 
to buy one 

Readers learn that “efficiency need 
not be expensive,” even in initial cost 
They are pleased to let machines do 
some of their sweating. And though 
still rather rugged individualists, they 
wouldn’t mind working union hours: 
In five minutes’ operating time, morn- 
ing and night, an auger with a 25-foot 
radius feeds 100 head of cattle 

The Department of Agriculture and 
several colleges are putting their 
weight behind the campaign 

At Ames, September, 
American Society of Agricultural En 
gineers and Iowa State College held 
a first “materials-handling field day.” 
S. S. DeForest, engineering editor of 
Successful Farming, was conference 


Iowa, in 


chairman. Manufacturers demon- 
strated new equipment and systems. 

SF announced a sustained program, 
with various merchandising -aids for 
- manufacturers, distributors and deal- 
ers, in developing materials-handling 
volume among “the nation’s business 
farmers.” The January issue will 
carry a special advertising section on 
such equipment. . . . 

This city-slicker asked Dick Han- 


son: 
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Ten Billionaire Farm-States 


Like any other broad, generalized “market,” some parts of 
The Farm are more productive—and more worth the cultivating. 

Of The Farm's $31 billion cash farm income in 1957, 10 states 
made half. Omitting the (000) they were: 


California 
lowa 
Texas 
Illinois 
Minnesota 
Indiana 
Wisconsin 
Nebraska 
Ohio 


Missouri 


“Why should the farmers seek to 
be able to produce so much more 
when — for a quarter century — stock 
surplus commodities have 
been bursting all over the landscape?” 


He replied: 


piles of 


“The individual farmer must strive 
continually to reduce his own cost-to- 
volume ratios.” 

Also: “Our biggest crops are simply 
under-consumed. A 5 to 7% increase 
in consumption, at fair prices, would 
end all surpluses.” 

Food manufacturers and marketers 
are selling well—on The Farm. An 
nually, farm families pay a $4 billion 
food bill 

Successful Farming’s families are 
“19% larger than the average urban 
family.” Hired help and visitors widen 
their tables. Despite “mechanization,” 
everyone still seems to work up an 
appetite. 

As compared with findings among 
urban families in Cleveland, SF's 
families consume twice as much cold 
cereal, almost twice as much pudding 
and pie mix; three times as much hot 
cereal and pancake mix, and nearly 
four times as much all-purpose flow 
They also put away more of other 
things, from peanut butter and short 
ening to ground coffee. 

But they lag behind Clevelanders 
in instant coffee and margarine. . 


$2,805,841 
2,161,994 
2,027,552 
1,959,840 
1,301,055 
1,072,535 
1,063,505 
1,039,417 
1,021,204 
1,020,042 


On every farm only the thickness 
of one door separates business from 
home. Home in fact is “the office.’ 
Around the table, at mealtimes, the 
family board of directors of The 
Farm is now deciding how to spend 
a year’s $13 billion realized net farm 
income and whether, perhaps, 
also to tap some of their $18.2 bil 
lions of savings and other financial 
assets. 

Yet many advertisers have been 
curiously bashful about asking for any 
of it! 

In the first nine months of 1958 
linage in most general and specialized 
farm publications actually was lowe1 
than in 1957. In October, however 
the trend turned upward. Orders on 
hand for 1959 suggest that more ad 
vertisers can see the fields beyond 
their factories. 

For first half 1958, Farm Publica 
tions Reports finds some substantial 
increasers. Four of these were in the 
top 10: Massev-Harris-Ferguson and 
J. I. Case Co. (both farm machinery), 
Ralston Purina and Goodyear Tire & 
Rubber. Among those who expanded 
50% or more were Eli Lilly, Standard 
Brands, Olin Mathieson, B. F. Good- 
rich, du Pont and State Farm Mu 
tual Auto Insurance. 

The “field” would seem worth the 
sowing. 


Wash & Wear: Growing Pains, 
But Big, Big Potential 


Housewives, dreaming of a sharply reduced volume of ironing, 


are eagerly awaiting improvements in presently-offered wash 


and wear products and extension of wash and wear to a wider 


range of household products. Sheets are the big current news. 


By ALICE B. ECKE 


THE WASH - WEAR - USE IDEA is 
gathering a speed which justifies the 
earliest predictions made about it: 
that it would turn out to be a revo- 
lutionary development for the textile 
industry, probably the biggest thing 
since the perfection of synthetic 
fibers 

All factors in the textile industry 
are in it up to their ears. The same 
is true of the laundry appliance manu- 
facturers 

At its tw 
conference in 


lfth annual home laundry 
October, American 
Home Laundry Manufacturers’ Asso- 
ciation devoted its entire program to 
wash and wear Speakers stressed the 
need for better consumer understand 
ing of home laundry problems and 
procedures, called for greater industry 
effort to eliminate some of the con 
fusion that now surrounds wash and 
weal 

To the appliance industry, wash 
ind wear is a mixed blessing. Auto- 
matic washer and dryer sales are up 
But home ironers are taking it on the 
chin. Sales of ironers for 1958 will be 
in the neighborhood of 48,000 com 
pared to 175,000 in 1940 and 599,000 
in 1947, the peak year because of 
purchases delayed by the war. It is 
estimated that 91% of wired homes do 
not now have ironers 

From the home laundry appliance 
standpoint, here is a rundown of fea- 
tures specially designed for wash- 
wear-use: special controls for spin and 
wash; special wash-wear-use cycles; 
automatic which 


when the wash-wear-use 


signals indicate 
laundry 
should be removed from the dryer for 
best results; automatic rinse dispens 
ers which act as antistatic agents to 
reduce clinging and facilitate tumb! 
ing while dryer-drying synthetic-type 
wash-wear garments. 
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Top of the line models of all auto- 
matic washers have cold water wash 
and-rinse, and special wash-wear dry 
ing temperatures of 140-160° F, fol 
lowed by five to 10 minutes of cool 
off tumbling without heat 

Market potential created by wash- 
wear-use is great. Obviously needed: 
everything from sharper needles, spe- 
cially-finished threads, trims, fabrics, 
new machinery for garment and house- 
hold products manufacturers, to de- 
tergents, soaps, to new chemical fin- 
ishes, color-fast dyes, fabric softeners, 
new fibers, to new equipment for re- 
search laboratories, to visual aids for 
teachers to use in teaching home 
laundering In high school home eco- 
nomics classes, for retail sales train 
ing, to new packaging materials. 


> A recent Bureau of the Census re- 
port provides a benchmark of wash- 
wear demand at present: Chemical 
finishes of wash-wear type were ap 
plied to over 1,100 million yards of 
cotton goods in 1957. This is about 
one-fifth of all cottons produced for 
apparel in that, vear. 

When Good Housekeeping pub 
lished its Standards on Wash and 
Wear last spring, it won immediate 
cooperation from industrv leaders 
and major retailers to weed out con- 
fusion of claims for wash-wear-use 

“So great was the demand from 
retailers for copies of our Standards,” 
savs Ray Petersen, advertising director 
for GH, “we published them in book- 
let form. To date distribution is over 
40,000 copies. 

“For a number of years there has 
been a vacuum between textile and 
appliance manufacturers, with little 
exchange of information. The wash 
wear-use business, however, is so in- 


terrelated that we cannot divorce the 


two. Although prior to this we had 
some recognition of the importance 
of one to the other, it took wash-wear- 
use to bring together these two indus 
tries. We are convinced that the suc 
cess ot W ash wear-use depends to a 
great extent on the degree to which 
the market for modern home appli 
ances becomes saturated. We believe 
textiles and appliances will hence 
forth go forward together.” 

From the standpoint of the garment 
makers’ industry, garments made from 
wash-wear fabrics today need research 
and improvement, according to Fred 
Birdsong, industrial engineer and di 
vision manager, Blue Bell, Inc., and 
a member of the technical advisor 
committee, Southern Garment Manu 
facturers Association. 

For example, it is difficult today, 
Birdsong points out, to find trim items 
which are perfectly compatible with 
the various wash-wear fabrics. 

Thread manufacturers have not 
produced ideal threads for the major 
itv of wash-and-wear fabrics, although 
they have contributed to some fine 
improvements in wash-wear seams. 

Machinery used by garment manu 
facturers has to be modified and often 
replaced to improve the quality of 
wash-wear seams and to minimize 
fabric damage in sewing. 
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if 


with buyi -. 


Antique Double-barreled, 
Percussion-cap Boot Pistol. 


SWEr.«s 


THE INDIANAPOLIS ARE A* 


@ Fire *em both ... because you have a double-barreled oppor- 
tunity when you aim for Indianapolis and its big 45-county trading 
area! There's no better selling anywhere as retail figures prove. In 
average annual income per family, Indianapolis rates 15th among 
cities over 600,000... . and retail sales per family average $4,620 an- 
nually, 11th among cities over 600,000.¢ Here, people buy more because 
they have more! Here, ‘‘double-barreled"’ also means The Star and 
The News... covering 56.4% of families in the 45-county area and 
saturating the rich, metropolitan Indianapolis market. Write us for 


complete, authoritative market data. 
+Sales Management; Survey of Buying Power, 1958 


*THE 45-COUNTY TRADING AREA 
THAT'S BIGGER THAN YOU THINK! 


Population: 2,117,100 
Income: $3,740,248 ,000 
Retail Sales: $2,472,792,000 
Coverage: 56.4% By 

The Star and The News 


The lagioqenels STAR —r 
Thy Indianapolis NE WSs a 


KELLY-SMITH COMPANY + NATIONAL REPRESENTATIVES 
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I textile fibers 


lab] 


Al 


re port 


e wash-wear fin- 


ot bei g used, giving cost 
ison \pparent! the volume 
market will not pay the price for fin 
hes which could eliminate many 

eaknesses of todav’s wash-weal 
\ t the future.” savs Birdsong 
ement should come 
il d le SS ¢€ Xpe n 

| 


cularly through 
ot fibers 


il id soul 
ufacturers ot 
vash-wear items as 
bout the problem 
experimental at 
wash weal finish to 


it is made. We may 


1 1 
bout this late 


> Garment manufacturers are work 
ing together with machine manufac- 

rs to improve techniques toward 
ertecting All these 


produce in 


wash wear seams 
torts should « 


tuture ish-wear garments whic h 


vith fewer re 


ymbine to 


LOW FAN strong 


othold in the household produc 
field In sheets and pillow cases 
€ cample largest single 


home 


G. Scotese ce president ; 


Mills, Inc., gives us this report: 
Sales of our Pequot E-Z Care pei 
ile no-iron sheets and pillow cases 
We predict 
ears the bulk of 


otton sheets sold will have no-1ron 


ncreasing every day 
that 


hat in two or three 


nl n 


“The home laundering manufactur- 
ing industry believes the no-iron sheet 
should help boom sales of automatic 
washers, and particularly dryers, be 
cause consumers Can now save more 
than $60 a vear in commercial laun- 
drv_ bills.” 

And this from Ralph M 

] 


Vice president 


Allaire 
Wamsutta Mills: 
“For a number ot years we 
that if 


pillow cases could be developed, they 


have 
believed no-iron sheets and 
would be terrific retail items to pro 
mote Contour sheets did awav with 
ironing, but this development did not 
hold back the possibility of a no-iron 
finish for regular sheets For vears 
successfully used this finish 
It has 
been no trick for us to develop no 


I 
iron finish for sheets and pillow cases 


We have 


for dress goods, shirtings, et 


> “We market our no-iron sheets with 
a money-back guarantee 
definitely interested. For example, 
one store purchased $20.000 worth 


of our no-iron sheets and pillow cases 


Women are 


Its first newspaper advertisement sold 
between $8,000 and $10,000 worth 
§ them. We believe no-iron sheets 
and pillow cases are here to stav.” 

Pepperell Manufacturing Co. and 
Cannon Mills, Inc., too, are making 
no-iron sheets 

( urtain, slip covel and other house 
hold products manufacturers will be 
coming into the 
1959 

Chere still is 


tional job to be done 


wash-use picture in 


he wevel all educa 
industry, con 
sumer, retail 

DuPont, in its regular retail train- 
ing program, has featured wash-weat 
Through October 15, its 
representatives had visited 1,206 re- 


since 1955 


tail stores over the four-year period 
Savs Charles H 
product information group, 
Fibers Department, Du Pont 

“Though the term ‘automatic’ has 


Rutledge, manager, 
Textile 


Is It Proper? 


When Etiquette Expert Amy Vanderbilt was interviewed re- 
“Today” show (NBC Television 
Network and WRCA-TV, New York 


was proper for Americans to wash their own clothes while travel- 


cently by Betsy Palmer on the 


ing abroad. Her reply: “Proper? It’s essential. | call us the ‘drip- 


all their hotels 


dry Americans.’ Both the Swedes and the Danes have taken this 
into consideration and have clothes lines over the bath tubs in 
| was on a wonderful Swedish train going 
up to Lapland and it had a drip-dry laundry room, and all 
Americans aboard were in there washing their husbands’ shirts 
and their own clothes and hanging them up to drip dry and wear. 


she was asked whether it 


been added, we are not permitting it 
to prevail where selling wash-wear is 
concerned. Rather, we are promoting 
it, talking it, demonstrating it.” 

1959 automatic 


featured on Du 


In the spring of 
wash-wear will be 
Pont’s national and local television 
directed to the con- 
sumer. It will be shown on The Steve 
Allen Show March 1 and March 15 
Immediately after Easter it will be 
demonstrated over local television in 
10 lec ding markets. During the spring 

| 


selling season it will be advertised in 


programming 


I ishion magazmMes 


Pe lea hing home launde ring in high 
schools is still in the pioneering stave 
Amber ( 


ment editor 


Ludwig, household equip 

“What's New in Home 
Economies,” gives manufacturers this 
idvice 


takes 


telling of anv message to impel the 


“Remember, it eight-times 


average person to action. It is time 
to re-evaluate vour wash-wear-us« 
message and vour lines of communi 
cation 

“We can never have too much in 
formation about new fibers and _ fin 
ishes. We want material to put in 
students’ hands, such as a simple chart 
on soaps and svndets, a folder giving 
the student 
We'd like 
torial 


stain removal 


necessary information 


to have step-by-step pi 
] 


charts on laundry processes 
poste r-tyv pe 


charts of 
different tvpes of washers. one for 
each tvpe of washing action to put 
before classes.” 
This is what Miss Ludwig advises 
automatic washer and drver manufac 
turers to do 


| Adopt a school plan and make 
it work. Be sure all teachers know 
about it and_ that 


dealers are sold on it and are co 


distributors and 
operating 


2. Keep all teachers informed 
about new developments in appliances 


3. Prepare for those teachers who 
ask for it, helpful teaching informa- 
tion on selection, use and care of 
Find out what kind of 
helps teachers want before preparing 
Keep this material up to date 
and have it available at all times 


equipment. 


them 


One significant figure in this con 
nection: It is estimated that 2,450,- 
000 students are taking courses in 
home economics in high schools. 

For its part in educating the con- 
sumer, Good Housekeeping is bring- 
ing wash-wear-use up to date with 
another major feature in its April 
1959 issue, covering subjects ranging 
from fiber to fashion—from the “how 


SALES MANAGEMENT 


SPECIFY 


DISCOVER A 


orld of Difference 


IN SHIPPING SERVICE 


Yes, when you try D-C, you open the door to 
a whole new world of shipping convenience. 
You benefit from... 


@ Exclusive, one-carrier DIRECT service from coast- 
to-coast. 


@ Fast, 2-man sleeper cab service that goes straight 
through, with no transloading. Saves up to 20% in 
running time 
One-carrier responsibility, one-carrier control of 
your shipment from pick-up to delivery—with ex- 
perienced personnel, modern equipment and facili- 
ties ALL THE WAY! 

® Dependability resulting from consistently careful, 
swift handling of your shipments. 


Discover this NEW WORLD of shipping serv- 
ice for yourself. Mark your next shipment 
and your next order “D-C.”’ 


TERMINAL CITIES 
UN. 9-8416 l a 


ONE 
STEP 
ACROSS 


THE OFF-LINE SALES OFFICES: 


NATION ten in es 


ayton 


DENVER CHICAGO TRUCKING CO., INC. =*Dekalo, 


*Ft. Wayne ss 
THE ONLY COAST-TO-COAST CARRIER | With Troiter Pool 
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UME Or-ous? 


When it comes to making a new car purchase, the TRUE man 
is the boss, HE decides the make! (with the little woman having 
some say as to model and color 

On the average, 2,380,000 men buy TRUE every month... 
and 9 10 of them pay the full price for TRUE, The Man’s Maga- 
zine. This Select group will buy more than 600,000 New cars this 
vear. A TRUE example of the TRUE man’s purchasing power. 

So if you make autos or auto accessories—or any product made 
for men, bought by men—your best bet is to sell the selective 


group that can and does buy products advertised in 


TRUE: 
Miagazine 


A FAWCETT PUBLICATION 
Bought by 2,380,000 Un-ux-o’ri-ous men every month 


WE CHALLENGE YOU TO CHALLENGE THESE 
FACTS (Verified by Daniel Starch and Staff in 
consultation with the Advertising Research 
Foundation) ...Men—TRUE men—make the first 
and final brand decision on Automobiles, Tires, 
Life Insurance, Air Travel, Shaving Cream, Beer, 
Liquor and many more. We have the TRUE facts 
to prove this. 


ASK US 
FOR THE TRUE REPORT 
ON YOUR INDUSTRY 


- Not excessively or dotingly... 


submissive to a wife 


of laundering” to the newest controls 
on home laundry equipment designed 
to ease the homemaker’s laundering 
tasks 

Parents’ Magazine began last sum 
mer to present facts behind wash 
wear standards for all-family guid 
ance 

\ nationwide merchandising-bv-tag 
promotion, “Operation 5,000,” spon 
sored by McCall’s magazine for its 
Use-Tested Program and its partici 
pating advertisers is scheduled with 
the June 1959 issue of McCall's. It 
will involve more than 5,000 store 
calls in a four-week period. McCall's 
field force will visit in each store on 
their list and make arrangements to 
supply each store with Use-Tested 
Program banners and display cards 
featuring Use-Tested products it sells 

High-fashion magazines such as 
Vogue and Harper’s Bazaar will fea- 
ture wash-wear in advertising sched 
uled for 1959 

There is no question about it. The 
market potential for automatic wash 
wear-use in all fields is increasing b\ 
leaps and bounds because women are 
changing their standards for home 
making. As George E. Sprague, met 
chandise manager, The Kendall Co 
Kendall Mills Division, warned the 
members of American Home Laundr\ 
Manufacturers’ Association: 

“Tt is obvious that the boss of all 
of us—the consumer—is going to force 
the suppliers of the textile industry 
the textile industry, cutters and the 
home laundry equipment manufac 
turers to solve the problems now 
found with wash-wear-use fabrics 
Women are insisting on home laun 
dering with the service that goes with 
commercial laundering Improved 


wash-wear-use fabrics will satisfv this 
demand : Sd 


NOW “iss 
DAILY “{ 
CIRC. 


over oe 


Orlando Sentinel-Star 


Aas * BRANHAM 
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In Los Angeles, any car starts on First Street 


Automotively speaking, Los Angeles is the world’s 
No. 1 market. 

There are 2,737,539 automobile registrations in the 
Los Angeles market— more than 42 of the 49 states; 
and more than any nation in the world except the 
United States, Canada, Great Britain and France 

Small wonder that the Los Angeles County market 
is first in the nation in automotive dealer and store 
sales, first in gasoline service station sales. 

Impressed? So is The Los Angeles Times. 

For here—in the biggest single automotive markei 
in the world —The Times has led all other Los Angeles 


newspapers in total automotive linage every year 
since 1949—and this year it has led in all of the 
9 automotive classifications. 

And when Media Records had toted all U. S. news- 
papers for the first half of 58, The Times ranked 
third in new passenger cars linage— and we’re work- 
ing on this 

Yes, everybody’s on the move in Los Angeles. So if 
you have something to sell that moves, better move 
first and fast to First. Automotively speaking, that’s 
where The Times is—-and The Times gives any car a 
better start in Los Angeles 


First in the nation’s No. 2 market Los Angeles Times 
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Represented by Cresmer and Woodward, New York 
Chicago, Detroit, Atlanta and San Francisco 
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Television An art-form where 


vhatever it is you do best, vou wind 
Ip singing. 
« 
No, Junior ou wont pass your 
geography exam if you insist the Vir- 
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BY T. HARRY THOMPSON 


gin Islands lie within the chastity- 


belt 
6 


Geologist: A guy with rocks in his 


. 

Vitasafe headed a page: “He made 
me feel like a bride again.” That 
ought to get ‘em! 

2 

The first-born is a cinch to name 

No strain upon the wits 

The last one’s even easier 


By then, we call it “Quits 


Slogan for a G-E_ television-set: 
“The Smart Set.” 


Sipping a Jack Rose while watch 
ing a Buckingham Palace Guard on 
What's My Line?, Tessie O'Paque ob- 
Guards 


“Those Grenadine 


look sharp in their bear-skin hats.” 


served: 


Clifton Fadiman has my permission 
to hang this plaque on his house 
“English Spoken Here.” 


e 
Advertising Glossary 
“While They Last” 


a warehouse full of them 


We've got 
“For a limited time only” Don't 
let that stop you 

“The ordinary kind” 
fellow’s, natch 

“After this brief message” But 
don’t hold vour breath, as they say 

“Ask vour doctor” 


are you won't bother, so were safe in 


The othe: 


Chances 


suggesting it 


Death is so irrevocable! 


decent thing. 


tunity forever lost. 


“Opportunity Knocks But Once” 


When John Bartlett compiled the tenth edition of his Familiar 
Quotations, he omitted this old saying. 


Maybe he figured it was like the one about lightning never 
striking twice in the same place . . 


scrapers in every thunderstorm. 


My own belief is that opportunity does knock more than once 
and that, when we turn a deaf ear, we regret it. 


Not only does opportunity in business come to your door again 
ind again, but opportunity in that larger sphere of life itself. 


Whenever I take time out for introspection and soul-searching, 
it is this second kind of opportunity that worries me the more. 


Mainly, it has been an opportunity to be kind and considerate 
instead of, God forgive me, the opposite 


Now, while he and I are still breathing, is the time to do the 


This is not religion. It is common sense 


I know for regret and remorse and the deep despair of an oppor- 


Honed to a fine point, words can stab like a stiletto. 


Let us think twice, therefore, before plunging such a weapon 
into the flesh of another human being. 


Tomorrow, indeed, may be too late. Opportunity may tire of 


standing at the door. Merry Christmas! 


an adage disproved by sky- 


... the only preventive 


—T. H. T. 
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SYRACUSE 
HOLDS ITS RANK 
AS No.! TEST 

MARKET, U.S.A. 


IN 1955, SALES MANAGEMENT MAGAZINE rated Syracuse the top test market of 
America based upon an audit by Selling Research Inc. of 503 test market operations con- 
ducted over a nine-year period. 


NOW eee IN 1958 ... Selling Research has given SALES MANAGEMENT 


a report on 1,177 test campaigns conducted during the 12-year period 1946 thru 1957. It 
shows that Syracuse, year after year, continues to be the market most preferred and most 
frequently used for testing operations by national advertisers. 


THERE’S A REASON: Syracuse is the commercial hub of a 15-county area 


having a population of 1,432,700 and annual buying power in excess of $2 billion! And. . . 
The Syracuse Newspapers deliver 100% saturation coverage of the families in metropolitan 
Syracuse, plus effective coverage ... up to 76% ... in the 14 surrounding counties. 


No Other Combination of Media in 
the 15-County Syracuse Market Will Do 
a Comparable Job at a Comparable Cost 


Represented Nationally by 
MOLONEY, REGAN & SCHMITT 


the SYRACU E NEWSPAPERS 


HERALD-JOURNAL & HERALD-AMERICAN THE POST-STANDARD 
Evening Sunday Morning & Sunday 


CIRCULATION: Combined Daily 241,159 Sunday Herald-American 205,658 Sunday Post-Standard 109,060 
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THEY'RE IN THE NEWS 


BY HARRY WOODWARD 


At 41: Top Banana 


You, too, can get to the top in TV — just like Thomas B. McFadden 
But vou’'d have to start, as he did, with NBC when you were 17. 
You'd have to be, like him, a born salesman, an unruffled executive, 
1 personal charmer. Granted all these things you would, like McFad- 
den, be NBC’s new vp, general sales executive for the Television 
Network. Until he moved into this lofty sphere, the engaging Tom 
McFadden was vp of the Network's important Spot Sales slot. Now 
the expanded, strengthened network executive sales group, with 
regional offices in New York, Detroit, Los Angeles and San Francisco, 
will report directly to McFadden. NBC’s dark-haired boy was a 
newswriter and sports editor before being called to active duty the 
day after the Japanese attacked Pearl Harbor. After discharge from 
the Air Force in °45, with the rank of captain, he rejoined the news 
staff of NBC. Soon he was director of news and spec ial events and, 
by 1948, the first general manager of WRCA-TV. Two years late: 
he was transferred to Hollywood and in 752 he was brought back 
to New York to reorganize and head Spot Sales. He and his wife 
have two boys, live in Montclair, N. J 
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From Fountain Pens to Pablum.. . 


oughlin who looks something like 
nent but who has been involved 
pens, has joined a Company which is 
known for Pablum baby food. He's 
I McLoughlin, a Harvard 
i native New Yorker 
The Esterbrook Pen Co. t 
hn & Co. to be the new vp for market 
development planning in the firm’s Nutritional and 


yaceutical Division — which makes him kin 


f the company's market forecasting 


} 


opel tions 
large oft planning marketing strateg 
for all of the Division’s products. And he'll develop 
new markets for existing — and future — products 
At Esterbrook he was vp ind assistant to the pres! 
dent noving to Mead Johnson he’s coming 
closer to his original training: Before Esterbrook 
he was with Johnson x Johnson as director of the 
Surgical Dressing Divisio Before tha 


with Procter & Gamble as brand 


ri Was 

manager in the 

Advertising Department. He’s kissing New York 

good-bve With each change of emplover he 
bit further away from Gotham 


in Evansville Ind 
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Treading on the Heels of a Giant... . 


That’s Harold F. Temple. He’s just been named 
president of P. Lorillard Co. He moves into the 
slot occupied by Lewis Gruber, who 


be the best-known tobacco man 


may easily 
in the country 
The articulate Mr. G. moves up to become chair- 
man of the board and chief executive officer. And 
he'll continue to set over-all company polic y just 
as he has since he became president in 1956.) But 
Temple is a good choice for second-in-command 
He has followed the traditional Lorillard route to 
executive sales head. He began more than 30 years 
ago as a route salesman, has held virtually 


ever 
key post in the sales organization 


His most recent 
post: vp and director of sales. A native New Eng 
lander — he was born in Norton, Mass., in 1903 - 
he joined Lorillard in 1926. Within three years he 
won promotion to divisional manager at Springfield 
Mass. Here he quickly got the reputation for being 
an organizer, was sent to Portland, Me., again as 
divisional manager. The next big step upward 
came in 1934 when he was promoted to field man 
ager for the Philadelphia area. By 1940 he was 
sales manager for the Delaware Corp., then Loril- 
lard’s West Coast subsidiary. After the war he was 
director of export operations, supervised the opening 
up of new markets abroad. The Temples live in 
Garden City, L.I. In the basement of his house 


he has a workshop where he builds furniture of 
his own design 


How to Run a Package Goods Deal 


What makes one product promotion a howling success and 
another something you can’t think about without shuddering? 
A big drug wholesaler reveals ways participating makers and 


media can cooperate on product packaging, pricing, advertising. 


THE EXPERIENCES during the 
past 10 months of Ketchum & Co 
New York drug wholesaler. should 
throw some light on wavs to make a 
promotion really pay Ketchum, which 
sells to some 3,200 independent re 
tailers, decided last January to help 
its outlets regain some of the business 
lost, “by default,” to the supermarkets 
ind discount houses. Under Market 
ing VP Emanuel Katz, Ketchum 
launched an aggressive mer handising 
program (see “Master Plan for Pro 
motions, p 54) called the “New 
All-New Marketing Plan.” 

Today, some 250 product promo 
tions later, Katz cites these as the 
essential ingredients of anv hot cam 


1 ry 
paig 


® Genuinely attractive to the con- 
sumer, either through straight price 


eduction or a combination offer 


with a related product. (Don't 
depend on two 12¢ items being 


snapped up at “Two for a quar 
tel 


e Practical for the dealer. If th 
merchandise isn’t free dealers 
should receive a discount on quan 
tities that he can afford to buy and 


reasonably expect to turn over 


e Enticing for wholesaler salesmen, 
who should receive at least a 3° 
extra bonus for placing and putting 
a special deal on display 


The deal should include 


e Pre-pack displays to spur impulse 


buy ing 

e Samples fo. a new product 
package or combination, a mini 
mum of two per salesman: one to 
take home, one to use in canvassing 


* 


BRIEFING division sales managers on Ketchum’s Advertised-in-LIFE promotion, VP 
Emanuel Katz is backed up by samples of the display material which went to 1,600 
drug stores last Spring. Sales of 21 products in 167 test stores shot up 38%. 
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The take-home unit builds his en- 
thusiasm for the product 


© Catalog sheets. Attractive, stand 
wd-size (8% x 11”) sheets, three- 
hole punched (oversize ones will 
get tossed away) should present the 
deal quickly. They help the sales- 
man give a fast recital of adver 
tising support and profit potential, 
the two things a dealer wants to 


k now 


3. The manufacturer should back up 
his deal with: 


e Newspaper advertising, in addi 
tion to national campaigns. Local 
spur dealers’ interest because 


produce results more quickly 


e Hard-hitting presentation to 
wholesaler salesmen. The manufac 
turer who takes the trouble to go 
before a sales meeting with a con 
cise, well-organized, illustrated talk 

10 minutes will do—delivered by 
a competent speaker, will be re 
warded with salesmen’s enthusiasm 
at the store level. 


e Intelligent limit on quantities. A 
quick sell creates a favorable im 
pression on retailer and whole 
saler. Left-over merchandise lan 
guishing too long on the shelves 
reflects adversely on the brand. 


e Adequate profit margin for 
wholesaler and retailer. Make it 
attractive enough for the whole 
saler to want to take out all stops; 
for the retailer to cooperate to the 


hilt. 


@ Speedy deliveries. Many a sales- 
man feels he’s been sabotaged when 
he sells the deal only to find the 
retailer stewing over the manufac- 
turer's failure to meet delivery 
schedules 


e Sound distribution policy. Why, 
reasons a wholesaler, should he go 
all out if he has to compete with 
the manufacturer’s direct selling? 
No wholesaler wants to build up a 
retail customer to the point where 
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DON’T SHOUT... 


a prospect is trying to hear what you say 


You OK an advertisement. It runs in the publications 
your prospects read. It shouts loud and well to attract 
their attention. Nobody responds. 


What went wrong? 


" Maybe the ad shouted so loud prospects couldn’t hear 
what it said. Like an announcer over the public address 
system at a carnival. The plain fact is that business 
advertising doesn’t have to shout, shouldn’t shout, and 
invariably does better when it talks quietly and sin- 
cerely to a prospect —man to man. 


There’s a reason for this. You may have 1500 prospects, 
or 15,000, but the only ones who will read your.ad half 
as carefully as you do are the handful of prospects 
actively interested in your kind of product today—Now 
—at the very time they run across your message. 


Every farmer needs a tractor, and knows he’ll have to 
buy another some day. But the farmer with money in 
the bank and a broken-down tractor in the middle of 
a ripe wheat field—he’s the one who’s going to study 
all the tractor ads that night, and react...and act! 


It’s essentially the same with your prospects, no matter 
what you sell. Talk to the men who need your product 
now, and tell them all they need to know about it. Not 
as many people will hear the noise, but those in the 
mood to listen will find your message and if your prod- 
uct sounds good, you'll hear from them. 


THE SCHUYLER HOPPER COMPANY 
i2 East 4ist Street, New York 17, N.Y. 


Our business is to create advertisements, sales aids, hand 


books and manuals that help our clients sell by helping 
their prospects buy. 
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SALESMEN’S KIT for the two-week LIFE 


motion, business on the 2] products 
was still up about 16%. 

Other individual deals that rang 
the bell for Ketchum 


Case A: Pre-booking is credited 
with success of an Anahist promotion 
held in June for orders to be shipped 
later 

Retailers were offered good mcen 
tives to buv $100 worth. either in a 
packed deal or the deal plus open 
stock on various Anahist products. In 
cluded in the 


extra discount, good point-of-purchase 


promotion were an 


etailers 
were given the full storv of a heavier 


displav, free merchandise 


Ketchum = salesmen 
were told to stencil names and ad- 


dresses of all their accounts on pre 


In addition, 


printed order forms and return them 
all with orders—or else 

Result: Ketchum tripled its 1957 
record for this same promotion 


Case B: Intensive stock-checking 
put Mead Johnson's three-month pro 
motion over the top. This one. in- 
volved some two dozen items 

Ketchum salesmen, spurred on by 
prizes for 
quotas, were required to go into the 
stores to check M] stock twice a 
month during April, Mav and June 


cash_ contest sales ove 


promotion included — in addition to national advertising schedule Special forms were supplied for the 
manual on how to conduct the cam- 
paign, sales report sheets, order forms, 


stock check and retail sales sheets — 


his photo on a simulated LIFE cover. 


Master-Plan for Promotions 


Ketchum’s All-New Marketing Plan fans out of the New York 
headquarters to its seven operating divisions in the East and 
Midwest. Marketing VP Katz works directly with manufacturers 
from the early stages of planning each promotion. 


sponsol 
i 


Here’s how Ketchum takes it from there: 

Check the wholesaler (who in 
turn is checking retailers), at least 1. A comprehensive Planbook organizes the selling activity for 
promotions, insures uniform handling in all divisions, and sets up 


a sales meeting pattern. 


twice a week as soon as the deal is 


e how it’s going 
is resistance what | elp 
2. Major deals get advertising space in “Profit Parade,” Ketch- 
um’s dealer publication. In addition, detailed memoranda on 


Telephone campaign, with a every promotion go out to Ketchum’s 75 salesmen. 


is] 


1 bonus for telephone order 


3. Katz holds periodic meetings with division sales managers to 
orient them on the month’s promotions. These are followed by 
divisional meetings with the salesmen. 


KS [This often works wonders 
even when the phone calls are part 
of a mop-up operation that occurs 


rig atte sales I I sl with the . = . 
right after salesmen fini itt 4. Quotas are assigned to divisions where they are reassigned 


to the salesmen. 


territories 


5. Ketchum salesmen hand-deliver ‘Profit Parade” at specified 
hours when the retailer can actually sit down and discuss the 
promotions, page by page. 


The Good Ones and 
Why They Prospered 
the most spectacular epi 


Certain] | 

ode in Ketchum’s drive was a two 
week fling with Life last April. Tak- 
ing 21 brands advertised in Life, the 


magazine ind 


6. Ketchum breaks out the manufacturer's national advertising 
by markets in order to localize the value of the ads for each 
dealer in his own market. : 


7. Some display units, particularly the pre-pack deals, are set 


wholesale up by Ketchum salesmen in the stores. 


joined 
forces, the forme1 supplying merchan 
materials, the latter, 


dising outlets 


8. Periodic stock-checking in drug stores by Ketchum salesmen 
shows how a promotion is going, insures dealers against running 
out of merchandise. 


and mH inpowel 

Included in Life’s kit were ad blow 
ups easels, arrows, shelf talkers, sales- 
banners even Life 


with Ketchum 
’ . 
photos on them. Evervthing was keved 


: ’ 1 
mens ribbons 


9. Daily sales reports for each major promotion are returned 
by each salesman. These are passed along to the manufacturer. 


“covers” salesmen’s 


10. Every Ketchum sales manager submits to the executive 
office a form indicating how he followed through on details of 
stock buying; presentations to the men; availability of display 
material, and telephone order campaigns. 


to the promotion’s “To your good 
health” theme. An added boost came 
from Brand Names Week banners 
Giving all this the full treatment 
167 test stores piled up 358% addi 
tional business over normal volume 
Moreove! 


two weeks after the pro 
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1. Mitt & Factory’s superior market coverage is 
based on personal identification of known speci- 
fying-buying influences — regardless of title — 
who are in charge of Production and Mainte- 
nance Engineering. They are selected at the local 
level by the men who sell these people day-in, 
day-out, week-in, week-out — the local industrial 
distributor salesmen. 


2. Mitt & Factory serves these men editorially 
as no other publication can because it is the only 
magazine that has fully appreciated the rela- 
tionship between Production and Maintenance. 
They cannot be separated — one is related to the 
other. Job function and responsibility overlap 
particularly in the average-sized plants that 
represent the bulk of your market and the bulk 
of any publication’s circulation. 


This vital editorial is written differently, too. 
Pick up a current issue of Mitt & Factory 

leaf through the editorial. You'll see very 
quickly how this down-to-earth, practical “how 
to do it” material provides a useful work-a-day 


Pn 


Mill ¢ Factory | 


DECEMBER 19, 


service to the men in charge of Production and 
Maintenance Engineering. 


Small wonder, then, that Mitt & Faetory oc- 
cupies the leading position in reader preference 
studies made among men known by advertisers 
to be important influences in the purchase of 
equipment and supplies used in Production and 
Maintenance Engineering. The men your sales 
force must see to sell live by this book. 


ADMINISTRATIVE 
cost EMPLOYEE 
CONTROL RELATIONS 


PRODUCTION 
ENGINEERING 


PURCHASING 
MAINTENANCE 
ENGINEERING 


_ 

Mill & Factory is the only single publication edited 100% for 
the men known to be directly responsible for the methods, 
equipment and supplies used in Production and Maintenance. 


Mill & Factory 


Ope ca 


205 East 42nd Street, New York 17, New York 


a Conover-Mast Publication 


serving Production a 


zardiess of 


pevenrisee tm 


DRUG STORE DISPLAY during this promotion tied in materials from Brand Names 
Week and LIFE with a lot of salesmen’s legwork, not to mention the legwork on LIFE. 


b Thus M] 


it on store shelves nol did 


items never thinned 
gaps 
le Ve lop in reserve supplic S 

I Vl 


Result: Ketchum sales 


seven divisions were 


in six out of 


more than 


Case C: A telephone campaign did 
the trick on a Hazel Bishop lipstick- 
nail polish deal. This campaign in- 
“one-free-with-11” offer for 


5.000 TY 


clude d a 


retailers spots over 200 


Final push came with the telephone 
campaign two weeks after the promo- 
tion started. Salesmen had been told 
about forthcoming phone follow-up, 
so they hustled before it got started. 

Telephone clerks got the same cash 
bonus as the salesmen for each deal 
placed, and they really brought in the 
orders 

Result: All told, 980 deals sold, 
ibout one to every third outlet. 


Case D: A sure-fire salesman’s 
demonstration kit put over Northam 
Warren promotion on a new Odorono 
sponge promotion. 

Ketchum salesmen were equipped 
with kits showing how Odorono’s ap- 
plicator spread the liquid smoothly 
over a blotting surface, while “other” 
brands were spotty, messy, etc. 

Another feature of this campaign 
was prepaving bonus money to sales 
men. Ketchum sales managers in 
serted dollar bills in the tally cards 
provided for salesmen so that they 
received their 50c bonus on each deal 
ove! LO ith advance Few salesmen 
returned their cards with the dollar 
bills still in 


thead of the respective mat stations, eye-catching display cards 


Result: Like Hazel Bishop’s, this 
| 


ind a cash bonus for salesmen. ° one moved over 900 deals. @ 


FOR THE MOST STIMULATING | CONVENTION) YOU'VE EVER HAD! 
q | | 


'Y COBANA "HAVANA 


a> i 
' a 
Your men will get more out of a sales meeting or con- 4% 


@.% vention in Havana or Varadero. You'll get more out of en 
3 them. They'll relish the novelty of Havana's “old world- 3 

new world” setting, the invigorating climate, the most 
— modern new hotels, the many facilities for work... for 
~ sun and fun 


Further, Cubana helps you plan all activities—business 
or pleasure — makes suggestions for accommodations, 
tours, night club and casino visits. Cubana prepares pre- 
convention literature and sends it direct to salesmen to 
keep them on their toes and “rarin’ to go.” Best of all 
... for an overseas convention, the costs are less than you'd expect. 
It’s a package deal that packs a lot of sales incentive. 


ye 


Cubana assigns as many planes as you need for your 
exclusive use, paints your name on them in big letters, 
decorates the interiors with your signs, slogans, cam- 
paign material. These chartered planes—modern Super 

G Constellations or Prop-Jet Viscounts—take off from the 
place you designate, fly swiftly and pleasantly to your 
chosen destination. Arrangements can be made for exciting 
refreshments and delicious meals aloft. 


oy Mf FREE! Send a reservation for the informative, illus- 
trated file folder, “A Brief case for holding your 
Convention in Cuba.” It’s crammed with ideas for 
planning the best convention you've ever had 
Write Dept. MG 


, CUBANA AIRLINES 


Executive Offices: 625 Madison Ave., New York 22, N. Y. @ Plaza 3-0516 
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i eo 2 Se ee ee ee ee ee) 


“This is the size we use for the Growing Greensboro Market!” 


Business is better than ever in the South — particularly 
in the growing Greensboro market. We need only 
black ink because the sales outlook is so rosy. Greens- 
boro is Ist in the Carolinas in per family sales, out- 
ranking Charlotte and Raleigh; 3rd in the South, out- 
ranking Atlanta, Jacksonville and Ft. Lauderdale; 6th 
in the Nation, outranking Detroit, Cleveland and Dallas. 
You can’t miss when you tell your story in the Greens- 
boro News and Record. Over 100,000 circulation daily; 
over 400,000 readers daily. 


Only medium with dominant coverage in the 
Growing Greensboro Market and with selling 
influence in over half of North Carolina! 


Write today for your free 1958 (7 reensboro 


Major Markets Analysis Bro- 
chure of all 280 Major Mar 


= , News and Kecord 


GREENSBORO, NORTH CAROLINA 
Represented by Jann & Kelley, Inc. 


Sales Management Figures 


THERE’S NO TIME LIKE TODAY to 
step-up your Detroit advertising and speed- 
up your Detroit sales by pushing your 
product in The Detroit News. 


TODAY, AS ALWAYS, THE DETROIT 
TODAY, DETROIT'S ON THE GO! NEWS IS THE DOMINANT SELLING 
Money’s on the move! Retail business is on FORCE in the Detroit market. That’s why 


he rise! Employment’s increasing daily! nee 
the rise! _Employment’s increasing daily The Detroit News outpulls the other two 


Factory wage rates are the highest in the . ; 
ne Detroit newspapers and carries more adver- 
nation! - . : 
tising linage than both of them combined, 


First in Circulation 463,469 Weekdays, 572,276 Sunday, ABC 9/30/58 


The Detroit News 


Eastern Office 260 Madison, N.Y.« Chicago Office 435 N.Michigan, « Pacific Office 785 Market, San Francisco * Miami Beach The Leonard Co., 311 Lincoln Rd. 
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... must reflect quality, 
suggest ease of use.”’ 


E-Z-Est products may be 
strictly functional aids to 
housekeeping, but their 
new packages suggest a 


no-work-at-all feeling. 


“The package 
must invite 
customer attention... 


Shinex glass cleaner was 
tinted jade green; label 
was done in fluorescent 
yellow, pastel blue and 
deep blue. 


New Package, New Size, New Price... 
Then Sales Began to Climb 


Are you getting only sluggish movement of your products through 


supermarkets? The experience of E-Z-Est Products Co., maker 


of household cleansers, may give you a clue to what is wrong. 


PACKAGE that does 
one retail outlet may be a flop in 
different outlet. E-Z-Est Products 
o., Oakland, Calif., found this out 
he hard way when it started to seek 
expanded volume for its household 
cleansers by going into supermarkets. 
When the firm’s oldest product, 
and still its biggest seller, a silver pol- 
ish, was introduced to the retail food 
trade for the first time it was in a 12- 
ounce bottle retailing for $1.25. This 
container was a nice enough looking 
package that sold well through jew 
elry, hardware 


a od job 


department and va- 
riety stores. The company anticipated 
even better sales and more rapid turn- 
over when the polish was offered 


on supermarket household cleanser 


58 


shelves. Results were both disappoint- 
ing and puzzling. 

“We began studying the matter,” 
savs Arnold Sampson, president of the 
firm, “and we became convinced that 
package, size, and price were wrong 
for that type of outlet.” The company 
tested an eight-ounce size selling for 
98c. The change in the sales picture 
was spectacular. Volume went up im- 
mediately. In one chain alone sales 
climbed 500% within two years after 
the new size and price were offered. 
Subsequent study and testing led a 
team composed of Sampson, Sales 
Manager Ray Christiansen, and chief 
research chemist of the firm, Dr. Car] 
Brieger, to this conclusion: 

“In the grocery store of today, with 


its emphasis on self-service, it’s diffi- 
cult to sell anything priced above $1. 
The supermarket shopper is conscious 
first of price. There is no sales person 
to explain the value of a larger size, 
to push quality or any special ad- 
vantage of one product over another 
We found that different products call 
for packages of different sizes and 
shapes; one type of container will sell 
in one outlet and not in another.” 

It is seven or eight years since the 
E-Z-Est management started to make 
a strong bid for supermarket and gro- 
cery chain store sales. What it has 
learned in that interval has added up 
to a gross volume that has increased 
37 times over what it was in 1946. 
Some of the factors that have con- 
tributed to the increase are: 


Package appearance: “How are we 
going to get the self-service customer 
to pick up one of our products and 
try it?” Quality of package design 
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Win a woman’s confidence... 


and 

the 
rest 

IS 

easy! , 


WA 
4 a | 


Good Housekeeping neverletsa woman down—whether @ Guarantees replacement or refund of 
she’s reading about toasters or towels...ready-to-wear money if the products do not perform as advertised. 
or baby fare. Because only Good Housekeeping... 


@ Investigates every product that is advertised 
in its pages. 


No wonder 40,930,000* homemakers are influenced in 
their buying by the Good Housekeeping Guaranty 


Seal. Sell your product in Good Housekeeping’s 
@ Checks every single claim made for those unique climate of confidence. 
products advertised. 


1 OR 4 ar 
cue UNO 9; 


So 0, 
* Crossley, S.D. Survey " Guaranteed by 
Good Housekeeping 


_ 2 n £0r as soveaniseo WES 
GOOG TOURER ODING ree: «cum « comniarnicnmanen 


& HEARST MAGAZINE 
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the company's first answer. Cu 


ithy engaged in a two-vear con 
: ] 
tainer redesign program, it chose a 


t 


team of young San Francisco design 
rs, Mitchell Hoppe 


‘ 


gave them a free hand to turn out 


Associates, and 


“the most beautiful and practical glass 
pack iges the, 


Nine of the 
ol 


could come up with.” 
firm’s dozen household 
iemicals are offered in glass because 
of color and quality appeal 
Color appeal is particularly im 
portant in reaching women shoppers 
E-Z-Est proved this to its satisfaction 
hen it brought out a new product 
window cleaner called Shinex. The 
t was tinted a jade green which 


is clear] visible through a glass bot 


stamped with a diamond motit 
11 

label is in four diamond-shaped 
isions in fluorescent vellow. pastel 
] 

] 


ie and deep blue. In launching this 


promotion of anv kind 
vas used; the container had to sell 
tself from the shelves of food stores 


Results 


7 
package no 


amazed and continue to 

the ompany s sales depart 
The luminous color used, they 
together with modern design, 
] 


size and price, are responsible 


for the initial sale; product satisfac 
tion and package appearance ensure 
¢ 

repeats 

Presenting, in this program, one 
redesigned package at a time in quick 
succession, the company is trying to 
establish product identity for individ 
ual items as well as familv identit 
and to do both 
with maximum appeal. New labels 
have less copy and brighter colors, in 
many instances emploving fluorescent 


for its complete line 


effects and overprint on foil in place 
of the older pastels 


Product quality and ease of usage 
influence repeat sales. One of the 
first things the company\ did was to 
homogenize the firm's best seller, the 
silver polish, to eliminate the need 
for shaking. Sampson points out a 
double sales advantage “With the 
elimination of settling, the 
looks better and is easier to | 

Another 


making 


improvement in th 
because the company has 
found that women don't like to get 
their hands messv in using cleansers 
[he tile 


cleanser Was 


formica and 
originalh a heav 


cream that came in a 16-ounce jar 


applian« Se 


How are You Fixed — on Brands? 


SM‘s thorough—and startling study of the five-year trend 
of National Vs. Private Brands has caused various national 
advertisers to strengthen advertising and merchandising 


strategy to meet their growing private brand threat. 


Though A. C. Nielsen Co. makes its own continuing study 
of this trend in grocery products, its executive vice president, 
J. O. Peckham, based a recent talk on this subject before the 


Association of National Advertisers partly on SM’s findings. 


Whatever your consumer-product areas this report is vital 


to your brands’ growth and very existence. 


A limited number of copies of National vs. Private Brands 
is still available, at $1 each, from Reader’s Service, Sales 
Management, 630 Third Avenue, New York 17, N. Y. We 


suggest you enter your order soon. 


the usel had to dip a cloth into the 
jar to get at the cream 
Savs: “Wie have 


Sampson 
determined _ that 
women do not like to dip their fingers 
Thev pre 
fer to have something they can pow 


or a soggy cloth into a jar 


onto a cloth.” So the product is being 
made lighter and more viscous, and 
will be offered in a 16-ounce bulb 
neck bottle with a 33mm opening. 
Housewives don’t like a container 


that leaks 


kno ked ove! The company 


when it is tipped o1 
spent 
two vears in search of a special no 
leak liner for the plastic closure of 
its glass container which holds the 
E-Z-Est Scratch Concealer 


Safety in the home is another con 
sideration. The company’s two chem 


household 


chemical it puts out is non-poisonous 


ists make sure that anv 


“We are strict on this point 43 Samp 
son stresses 

Product influences — sales 
He re are 
Steelustet 


minum and 


name 
some chosen by this firm 
for cleaning copper, alu 
stainless steel cooking 
instant tarnish re 


utensils); Speedip 


mover for silver Tewelus 


ter 


Jeweldip 


thought we had 


Trademark: “W<« 


a good one,” Sampson savs “ond we 
have; but when we moved into food 
found that the 
personnel were inclined to miss the 
point of E-Z-Est (easiest) and to come 
up with “easest’! Some customers were 
So the « ompan\ has 
restored the effectiveness of brand 


name and slogan (“The E-Z-Est Wav” 


by spelling out the word 


stores we grocer\ 


doing the same.” 


“Easiest” 
across the top of the label and plac ing 
the original E-Z-Est trademark at the 
bottom. “We believe this will help 
untrained salespeople to pronounce 
the name properly,” says Sampson 

This label change also will guard 
against misunderstanding in TV ad 
vertising where a glance must tell 
the storv. The company is embarking 
on a heavv promotion of its products 
much of it on TV 
for the close scrutiny being given to 
ll package details 


an added reason 


Sampson emphasizes that in win 
ning and keeping food store support 
the package appeal and product qual 
itv, of prime importance, must be re 
inforced by sound dealer policies 
E-Z-Est subscribes to Fair Trade 
practices and polices its line closely 
Grocers are given tempting margins 
of profit, making the line one of the 
most profitable in the field 

E-Z-Est sells actively in the 11 
western states through branches in 
Portland, Ore., and 
and ships nationally. 


Los Angeles 
Phoenix, Ariz., 


SALES MANAGEMENT 


SOMETHING 
MISSING 


... LIKE CALIFORNIA W/AHOUT 
‘THE BILLION-DOLLAR 
VALLEY OF THE BEES 


/ Actually, total effective buying income of more than $2.9 billion 


/ More effective buying income than each of 22 states 


e THE SACRAMENTO BEE 


e THE MODESTO BEE 


Inland California is like a state unto itself — self-sufficient, e THE FRESNO BEE 
impenetrable by coastside journals. Only the 3 Bees can 
carry your printed word effectively to its happy-spending 
inhabitants. Your ad belongs in the Bees. sa 

9 


/ Not covered by San Francisco and Los Angeles newspapers 


R, 


Data source: Sales Management’s 1958 Copyrighted Survey 


M<cCLATCHY NEWSPAPERS 


NATIONAL REPRESENTATIVES .. . O'MARA & ORMSBEE 


in the newspaper field, only McClatchy gives national advertisers three types of discounts bulk, frequency and a combined bulk-frequency. Check O'Mara & Ormsbee for details 
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7 “CREATIVE 
PACKAGING” 
BY INTERNATIONAL 
PAPER 


Ee BOOSTS RUUD # 


ee 


- PACKAGING 
OUTPUT a4. 


135% 


In 1956, Ruud Manufacturing 
Company asked International Paper 
to make a critical evaluation of its 
water heater packaging operation. 


International Paper—using its famous 
tube and cap design—developed 

a new container for Ruud to 

replace wooden shipping crates then 
being used. 

Result—immediate savings of 23% in 
container cost ... 135% increase 

in packaging output per manhour. 


No matter what you ship, ‘Creative Packaging” by 
International Paper can help you ship it faster, safer, 
more economically. For full details, mail coupon below. 


Your most dependable source of supply... 


INTERNATIONAL = PAPER 


CONTAINER DIVISION NEW YORK 17, N.Y. 


EXECUTIVE SHIFTS 
IN THE SALES WORLD 


American Steel Wool Mfg. Co., Inc... . 


Thomas J]. Gibbons appointed sales 
manager 


Bigelow-Sanford Carpet Co., Inc. ... 

Louis J. Koller appointed sales man- 
ager, Sanford Division; Clifford B 
Seeman named director of sales, Bige- 
low Rugs and Carpets 


Borg-Warner Corp. ... 
M. Whitnev Nesbitt appointed vice 


president, sales, Pesco Products Divi- 


sion. 


Carling Brewing Co.... 


Arthur R. Mertens elected vice 
president, marketing, a new post 


Casco Products Corp. ate 


William F. Babcock appointed gen 


eral sales manager 


Eastman Kodak Co.... 
William S. Vaughn elected vice 


president, general manage1 


Hoffman Electronics Corp. ... 

Henry F. Schoemehl promoted to 
general sales manager, Rov J. Herter 
to assistant marketing director, Semi- 
conductor Division. 


The Parker Pen Co.... 

John G. Mack assumes newly 
created post of assistant general man- 
ager, U. S. sales. George Parker suc- 
ceeds him as director, domestic sales 


Purex Corp., Ltd. ... 


Stanley F. Kord appointed vice 
president, sales 


Ray-O-Vac Co.... 

Owen R. Saluson elected vice presi- 
dent, domestic sales, this division of 
rhe Electric Storage Battery Co. 


Reynolds Metals Co.... 
L. du Pont Yager appointed direc- 
tor, distributor sales operations 


Union Hardware Co.... 

Edward R. Speare, II, elected vice 
president, merchandising and _ sales, 
this company and its sales subsidiary, 
Union Hardware-Sealand, Inc. 


The Glidden Co... . 
C. W. Lantz appointed general 
sales manager and David D. Joyce 


sales manager, distributor products, 
Durkee Famous Foods Division. 


SALES MANAGEMENT 


“The surest link between national promotion and 
local business is the Yellow Pages” 


says B. F. Roman, President, 
National Chemical & Manufacturing Co., Chicago, Ill. 


“Our Luminall Paint promotion is 


national ... but our business is local. 


“So we localize all our national 
advertising with the Yellow Pages 
emblem, which directs prospects to our 
dealer listings under the Luminall 


trade-mark in the Yellow Pages. 


“And Trade Mark Service spotlights our brand for 
label-conscious prospects . . . directs them to 
the nearest Luminall dealer. Luminall’s trade-mark 
or trade-name is advertised in 400 different 
directories, with a circulation of over 30 million.” 


Whether you sell consumer or industrial products or 
services, Trade Mark Service in the Yellow Pages is the 
vital link between prospects and your sales outlets. Make 
the medium that localizes your national promotion a part 
of your advertising program. Call the local Bell telephone 
business office for full information on Trade Mark Service. 
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oY Airy ALL 
> miracle paint ~ 


for every purpose 


mee 
PAINTING PACK 


SeLect rrems 
OF INTEREST 


5. aurye mar 


7. ETD Omsane 
WAL Am 
Ruch wmunth ene 


ell 


“WHERE TO BUY THEM” 


Better Painting Service Inc 
2612 W Greenfield av-Mitchell 5-4118 
Bobke Gust Paint Co 
1441 W Hopkins FRanklin 4-1497 
Bobke Gust Paint Co 


4413 W Lisbon av-Hliitop 2-3323 
ly Co 


Luminall Paints, 


1635 W Center-FRanklin 4-1960 fon 


--COncord 4-2202 __ 
Steinkeliner Bert Paint Co. va 
3733 W North av-Hilitop 4-1880 .. 


Trade Mark Service and LUGPBUALL PAINTS 


the Yellow Pages emblem 
work together to direct 
business to local dealers. 


Carbide’s Sales Problem: 


A Product That Isn't Different 


Three established competitors sell chemicals identical to its new 


refrigerant/aerosol propellant. None can boast a product exclu- 


sive — but Carbide sells its Ucon with the marketing concept. 


ROLLING OUT in tank cars, tank 
trucks and steel cylinders from a new 
plant at Institute, W. Va.., 
ire the first shipt ents of a 


this month 
wondrous 
stuff that can propel aerosol products 
out of dispensers or cool the coils of 
refrigeration systems 

The product is a fluorocarbon 
made into a liquefied gas by sitting on 
it with anywhere from 15 to 150 
pounds of pressure per square inch 
It comes from Union Carbide Chemi 
cals Co., a division of Union Carbide 
Called Ucon, it is marketed in 
Each ma\ 
be used as a refrigerant or aerosol 
propellant 


( orp 
five different compounds 


Introduction of Ucon brings Car 
bide into competition with three other 
companies now producing fluorocai 
bons for these fast-growing markets 

Du Pont introduced the chemical 
in 1930 as Freon Allied Chemical 
Corp. in 1952 brought out Genetron 
And Pennsalt Chemicals Corp. broke 
into the market with Isotron last vear 

Freon, Genetron, Isotron and Ucon 
sound like tweedle-dee and tweedle 
dum which, indeed, they are 

Each 
Each compound is chemically identi- 
cal to the like form offered bv the 
competition 
used by 


1erosol industries 


comes in five compounds 


Each compound may be 
either the refrigeration o1 
Last vears volume for fluorocai 
bons is thought to be some $65 mil 
lion for 200 million pounds, half the 
supply going to each market. Five 
ears ago some 105 million pounds 
were produced 57 million of them 
for use as refrigerants 

Recent plant additions by Du Pont 
which has more than half the industry 
capacity and leads in sales, brought 
total capacity up to 465 million 


pounds 
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By GEORGE P. NICHOLAS 


By the end of 1962, industry sales 
will be up to 275 million pounds, 
says Carbide’s John R. Hulten (pro 
Hulteen), a pipe-smoking 


Wisconsan whose title is manager of 


nounced 


fluorocarbon sales but who in reality 
accounts to the division for the des 
tinies of Ucon, handling all functions 
that are not centralized, and being 
responsible for a profit-loss statement 
on the product 

Carbide’s capacity is 50 million 
pounds a year, the lowest among the 
four marketers 
is manufactured to strict specific ations 


Because the chemical 


none can claim a product advantage 
In order to carve out a niche for it 
Carbide must 


established marketing 


self in a new market 
depart from the 
strategy 

where 


For example, competitors 


sell through mixed forces including 


JOHN R. HULTEN, Ucon sales manager, 
is responsible for the P-L statement for 


the product. He bosses marketing and 


all non-centralized staff functions. 


distributors, national sales agents, re 
gional agents and their own men, Cai 
bide will use only Carbide men 
“You can break into the market 
faster by 
Hulten 


calling on prospects with other lines 


using commission men, 


concedes “Theyre already 
But you cannot satisfactorily control 
vour marketing activities except when 
vou market through your own sales 
torce Direct 


results in maximum customer atten 


company representation 


tion 

lo sell these diverse markets, Car 
bide has two sales staffs under two 
sales managers. Moreover, because 
the refrigerant market is itself divided 
into two parts, men on that staff spe 
cialize 

About 55% 
goes to the nation’s 450 refrigeratior 
parts wholesalers, who are in the mar- 
ket for “charge’ 
leaky systems for repairmen. 

The 100 men selling this market 
handle other division products and 


of refrigerant volume 


fluorocarbons to 


have quotas for refrigerant sales. The. 
report to the division’s industrial sales 
manager but are responsible for prod 
uct sales to Carbide’s refrigerant sales 
manager, Thomas M. Hartley 

Hartley, who switched over from 
Carbide’s Linde Co., where he was 
issistant to the gas apparatus sales 
manager, also bosses the men selling 
to the other half of the refrigerant 
market 

This market, accounting for 45% of 
refrigerant sales, is made up of 400 
original equipment manufacturers 
Among the OEM are makers of com 
plete refrigeration and air condition- 
ing units, assemblers, and parts com 
panies specializing in “charged tub 
ing 

Refrigerant Manager Hartley says 
he is recruiting a staff of sales-minded 


SALES MANAGEMENT 


Solve the case of the hidden facts with SURVEY SERVICE 


Let Western Union’s Survey Service with trained personnel 
in 1671 offices get you today’s facts for your marketing 
decisions. Just supply your questions, sample to be surveyed, 
tell us where and when. Survey Service gathers the infor- 
mation for your evaluation on anything from circulation 
verification to consumer buying habits . . . regionally or 


nationally. It’s fast! Complete! Economical! WIE STIERN 


WIRE US COLLECT! We'll tell you how we can track down UN ION 

your hidden facts—no obligation, of course. Address: Western — Y : 

Union, Special Services Division, Dept.3-A, New York, N.Y. Special Services 
Division 
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chemical or mechanical engineers to 
sell this technical market. Until now 
only he and Hulten were selling it 
the demand had been small because 
OEM customers re quire sa nple S 
which Carbide did not have 
Although men selling to parts 
vholesalers handle other division 
products, the rigid specifications of 
)EM ean salesmen selling them 
nust specialize on refrigerants 
The wholesaler market will broad 
aster than the OEM market, Hul 
n feels Although manv new units 
ise hermetically sealed systems, which 
quire less chargi g, the increasing 
number of units in use means _ the 
holesalers will have more to service 
o sell the 150 contract loaders 
vho fill aerosol containers for mat 
keters, and the handful of marketers 
vho fill their own, Carbide will sell 
direct through its staff of four men 


> Four men for 150 prospects? 

“We find we need over 100 men 
to serve 450 refrigeration parts whol 
salers because, being a service indus 
trv, they are spread throughout the 
ountry. The aerosol loaders, though 
ire so situated geographically [they 
ire concentrated in the Midwest and 
ilong the North Eastern seaboard] 
that four men can cover the market 
Moreover, as in many other indus 
tries, the bulk of the business is han 
lled by relatively few,” Hulten savs 

The division’s propellant sales man 
iger is Rusty Husted. He rejoined 
Carbide to take on the post after se I] 

g synthetic organic chemicals for 

for five years and for the last 
10 years serving in various capacities 
from quality control manager to gen 
eral sales manager for Titeflex, Inc 
in aircraft component maker 

In areas where prospects are few 
ind sparse, the 100 division indus 
trial salesmen selling the refrigeration 
parts wholesalers will also handle 
ierosol and OEM accounts. All men 
work out of 28 division district sales 
offices. Carbide has its choice of over 
1,000 existing corpo! ite warehouses 
ind 120 bulk stations 

Coordinating marketing activities 
vhile the product is being launched 

R. M. Joslin, the division’s director 
of new product marketing. He has the 
function for all new products John 
A. Field is the division’s marketing 
vice president 

3ut, because Sales Manager Hulten 

responsible for the P-L statement 
he has in his bailiwick all executive 
functions not handled by centralized 
departments. Besides marketing, these 
activities include office management 
personnel recruitment and_ training 
for fluorocarbons 

Though advertising is centralized, 
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Carbide to Sell Two Markets 


Fluorocarbons are propellants for aerosols, and 


refrigerants for air conditioners, refrigerators 


Push the button and you may instantly have a mist, foam, 
emulsion or powder that will perform disciplines like spraying 
the right dosage of asthma relief compound or forming a plastic 
bandage. 


The genie in aerosol dispensers serves up some 250 different 
types of products. Last year, about 390 million non-food aerosol 
units (the only ones that use fluorocarbons) were sold for a retail 
volume of $390 million. In 1953 only 140 million units were sold. 


Insecticides were the first aerosol; G.|.’s remember the famous 
“bug bomb” and marketers shuddered at the thought of intro- 
ducing consumer products in the same heavy, steel packages. 
Continental Can developed the “beer can” package that enabled 
marketers to package for consumers and brought the industry 
from a dead start in 1948 to one that may sell a billion units 
in 1960 


Although Union Carbide keeps a watchful eye on what indus- 
tries are using aerosols its immediate concern is with the genie 
mixed in with the product—the most expensive part of the package. 


Fluorocarbons, which sold at some $33 million last year for 
aerosols, are the top propellant. But the government has not 
approved their use in foods, which may become an important 
market. Whipped cream, one of the strong categories, uses nitrous 
oxide or carbon dioxide. Toothpaste, a new aerosol, uses nitrogen. 


Marketers refuse to project propellant sales because two factors 
will have an important effect on the market. Loaders are going 
to bigger packages, which require proportionately more propel- 
lant, but marketers are teaching them to use less propellant. 


Most agree, though, that the market for propellants will become 
more important than that for refrigerants. 


Last year, 1,600,000 room air conditioners were sold, according 
to Electrical Merchandising. This is a dip from 1,828,000 in 1956 
but a sharp rise from the 73,630 sold in 1948. Only 9.6% of wired 
homes have an air conditioner. Only 7 or 8% of new homes being 


built are air conditioned; both consumer markets are big. 


Industria! applications are many. Air conditioning must be used 
for plants that work with precision instruments. Commercial air- 
craft are beginning to install air conditioners; engine cooling 
systems for high-speed planes will soon be produced. And the 
refrigeration market is big. 


The industry produced equipment with a factory value of $600 


million last year. 


Fluorocarbons now account for 70 to 80% of refrigerants 
installed in new systems. They bumped ammonia and other chem- 
icals out of the top spot because they are non-flammable, non- 
explosive, odorless and have a wide range of boiling points, 
giving them a broad refrigeration temperature range. They are 


also adaptable for use in any type of compressor. 


SALES MANAGEMENT 


two men from the division’s advertis 


ing department work closely with ee a | ae 5 ra 
Hulten on product and promotion ‘ 
planning They report to the divi- = ao a | Lad 
sion’s manager of advertising for ad- 

we 


ministrative purposes. 
In like fashion, Hulten coordinates 


iffairs at the division’s Technical Serv- | | | m 
ce Laboratory when they concern 
Ucon, even though the manager of i 
fluoroc arbon technical service reports 
for administration to the division’s 


manager of technical service 

The laboratory is used by the en 
tire division. Located at Eastview, in 
New York’s Westchester County, its 
work provides a strong sales adjunct 


+ 


o this technical industry and gives 
the theme for many promotions Tech 
nicians work with both immediate 
ind long-range problems 

In propellants, for example, re 
search is now going on to put to 
vether a suitable formula for a cus 
tomer’s anti-perspirant (an immediate 
problem and to trv to find out more 
ibout corrosion, an industry head- 
ache (a long range project 

Centralized research facilities en- 
able the fluorocarbons department to 
draw upon findings by the rest of the 


, ‘Cross 
division Aerosol cosmetics, one of 
the top markets, are based on emul- country 


tion chemistrv, an area where the 
division has long been active 

The laboratory is also used to train 
salesmen. Savs Hulten, “Knowledge 
of products and knowledge of custom 
ers are the two most important sales 


tools.” J 


“Allied’s sure our good friend” 


It’s so much easier for you . . . and safer for 
your things when you move with Allied—the 
No. 1 specialist in long distance moving 
(packing and storage, too). He’ll handle all 
COMING SOON é the details, from packing bric-a-brac to ar- 
; ranging furniture. Your goods are moved with 

“Color ‘ Lb} expert care, and right on time! 


for ; FREE BOOKLET—Ask your Allied 
Industrial Products” . . Mover for your copy of “Before You 
: g Move,” a helpful booklet on trouble- 

There's nothing standard about y free moving. Look for his name in the 


, a0 o | 
Yellow Pages under “Movers. as | 


“machine tool standard gray” 


any more—or about any indus- 


“sec | GALL YOUR ALLIED MOVER 


automotive division volume 45% 
by offering oil company accounts 
battery cable lines in their station 
colors. 

@ The Hyster Co. brought lift 
truck sales to a new high by col- 
oring them to show a low center 
of gravity. 

@ Machine tool makers are 
adopting a standard color coding 
system that indicates electrical 
parts, moving parts, etc. 


ALLIED VAN LINES, INC. * WORLD’S LARGEST LONG-DISTANCE MOVERS 
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You've Got to Sell 
When You Dominate 


Domination of a market is every 
sales manager’s dream. But it carries 
a few pitfalls, according to Robert 
M. Graham, field sales manager, In 


dian Head Mills 


\ He savs Indian Head’s All Purpose 

TROY \ Cotton (sold direct to 1,800 large re 
‘ tailers and about 30,000 smaller re 

\ tailers through distributors) domi 


\ nates the market. But. . 
SAVINGS \ “Because our product is well dis 


tributed, nationally advertised and 
\ demanded by the consumer,” say Gra- 
UP 30% } ham, “retailers are inclined to take it 
O i for granted. They relegate it to a 
} low-traffic dark corner of the depart 
ment 

And, he observes, “We can't be 
complacement because we have wit 
nessed declining sales when selling 
stops ; 

This vear Indian Head came up 
vith an idea that improved displavs 
in more than 150 of its major de- 
partment store accounts. Each field 
salesman was equipped with a Pola 
roid Land “Highlander” camera, com 
plete with case, flash holder, film 
and bulbs (cost: about $100) 


On visiting the department, the 
salesman would snap a_ picture of 
the product displav before approach- 
ing the buver. Removing the picture, 
he'd sav, “Mr. Buver, our New York 
office wants photographs of our Indian 
Head displavs in the top 100 stores 
round the country and frankly, I'm 
ashamed of this one. I'd like to put 
our merchandise on a good _ traffic 
table and corder a sign that really 


sells 


> Says Graham: “In the majority of 
calls, immediate cooperation was ex: 
tended, the display changed, a hard- 
sell sign ordered and a new picture 
made of the new, improved display.” 
As a good will gesture, additional 
photos of the buyer at his desk or 
the sales girls in the department o1 
the salesman and buyer together were 
Rate: 20c a line Circ. 47,680 made and left with those pictured 
The results: “Almost every im- 
proved display brought extra counter 
FE ORD space and highlighted the need for 
THE TROY R C an immediate fill-in of stock, result- 


ing in a sizable order on that call. 


é “On return calls our salesmen have 
a. THE TIMES RECORD pointed up the increased full-profit 


volume on our product and the buyer 


& 


ail ; Troy, N.Y. 


et ie 
A 
“ , a 


merit a choice display.” 


7* 
4 


| has been convinced that the goods 
j 


At an average cost of $10 per store, 


Indian Head pictured the improve- 


QHNNAVILIUILULULLINLLLALLLLILLLLLAILULLAANLUALLLLAAAU AULA ment, and got it. @ 
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WORTH WRITING 


Consumer Buying Plans 


Report No. 1 of a continuing study 
being conducted by the National In- 
dustrial Conference Board. Findings 
are based on data gathered by Sind- 
linger & Co., Inc. The study con- 
tinues everv day of the week, all 
year. It is designed as a measure of 
trends—trends in consumer plans to 
purchase everything 


biles, washing 


automo- 
furniture, 
floor covering to wearing apparel, etc. 
It finds out what the average Ameri- 
can thinks is the economic outlook 
for the next six months; how recent 
consumer buying plans compare with 


from 
machines, 


those of last spring; how consumer 
buying plans and attitudes are con- 
ditioned by current events, changes 
in the job picture, new products, 
etc. For full information about the 
study, write to Andrew J. Cullen, Di- 
rector of Research, Newsweek, Broad- 
way and 42nd St., New York 36, 
N , attention Dept SM 


Canada’s London 


According to this newest data file, 
it’s a diversified and growing com- 
munity with $168,785,000 effective 
buying $164,874,000 total 
retail sales, $5,800 average income 
per family, 


income, 


$65.93 average weekly 
wage in industry, 32,793 employed in 
industry alone, 36,340 passenger cars 
Included is a tabulation of figures on 
the London and Southwestern On- 
tario market, with county breakdowns 
Copies of “Market Facts of London 
and Southwestern Ontario Market” 
are available from Charles G. Fenn, 
Advertising Director, The London 
Free Press, London, Ontario, Can., 
attention Dept. SM. 


Small Car Market 


For the sale of new domestic cars 
and small foreign cars it is one and 
the same—predominantly the high- 
income, or professional 
family. This is the basic marketing 
fact revealed in two new national 
studies. Both studies were conducted 
at the same time with the use of the 
same questionnaire. They are both 
concerned with actual buyers of new 
cars, selected on a national cross sec- 
tional basis from the new car registra- 
tion files of R. L. Polk Co. Reported 
to be the first national survey of the 
small car market in which all makes 


managerial 
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are represented in their proper pro- 
A few highlights: 
income of the domestic small car 
buyer today is $11,100; that of the 
buyer of a small foreign car, $10,399 
This compares with the nation’s aver- 
age of $5,637. Families with incomes 
of $5,000 or more account for better 
than four out of five of all cars sold 
today 


portions. Average 


whether domestic or foreign. 
Three out of four buyers in both fields 
are either managerial or professional 
men. For your copy of “The Market 
for Small Cars Today,” write to 
Wesley T. Jones, U.S. News & World 
Report, 2300 N. St., N.W., Washing 
ton 7, D. C., attention Dept. SM. 


Supermarket Shoppers 


Fifth annual continuing survey of 
their buying habits and attitudes. It 
gives their reasons for selecting fa- 
vorite supermarkets; details the in- 
fluences of food store advertising in 
newspapers and over radio and tele- 
vision; tells of their attitudes toward 
self-service meats, purchase of non- 
food items in supermarkets, trading 
stamps and check-cashing in super- 
markets. Copies ($1 each) may be 
obtained from John Burgoyne, Bur- 
goyne Grocery and Drug Index, Inc., 
First National Bank Bldg., Cincinnati 
2, O., attention Dept. SM. 


Magazine Combinations 


This report, “Audiences Reached 
Through Magazine 
1958,” presents findings for combina- 
tions of magazines reported indi- 
vidually in “The Audiences of Nine 
Magazines, 1958,” a national study 
conducted by Alfred Politz Research, 
Inc. The magazines are Life, Look, 
The Saturday Evening Post, Time, 
Better Homes & Gardens, Good 
Housekeeping, Ladies’ Home Journal, 
McCall's, Reader’s Digest. Data per- 
mit the advertiser to evaluate the mar- 
ket available in various combinations 
of magazines: percentage of cover- 
age of population, number of different 
people reached, frequency with which 
the average reader is reached by the 
combination of magazines and the 
total of the individual audiences of 
the magazines in all combinations of 
two, three and four magazines of the 
nine studied. Selected combinations 
of five, six, seven, eight, nine maga- 
zines and the exclusive audiences of 
each of the nine magazines are also 


Combinations, 


shown. Included are data (for the 
first time) on the actual reach by each 
market 
groups as males, females and people 
in households with children. A copy 
of the full report is av iilable from 
Donald Perkins, Advertising Director 
Look, 488 Madison Ave., New York 
22, N. Y., attention Dept. SM 


combination to such_ key 


Construction Contract Data 


This booklet will tell you how you 
can measure the effectiveness of your 
company’s marketing efforts in the 
new construction field. It tells how 
you can answer many of your own 
questions about you marketing and 
sales position — such questions as 
Where do I stand in mv market? How 
much of it am I getting now? Is my 
company gaining 01 losing ground? 
How can I estimate future demand 
for our product or service? A copy of 
“Construction Contract Statistics” may 
be obtained from The Advertising 
Department, Construction News and 
Statistics Division, | W. Dodge 
Corp., 119 W. 40th St., New York 
18, N. Y., attention Dept. SM. 


Leasing Motor Vehicles 


An outline of a business-car leasing 
plan that offers all the advantages of 
company fleet ownership without the 
investment. It covers what vehicles 
can be leased under the plan; mini- 
mum units: length of lease; insurance; 
delivery operation and maintenance; 
explanation of net cost of vehicle. 
Listed are comparative advantages of 
the plan over company ownership and 
employe operated. For your copy of 
“Motor Vehicle Leasing Plan” write 
to Armand Schoen, General Manag- 
er, Wheels, Inc., 6200 N. Western 
Ave., Chicago, IIl., attention Dept. 


> 


SM. 


Footwear and Hosiery Sales 


According to this new survey of 
women’s, teen-age girls’ and children’s 
footwear and hosiery, most women 
buy two pairs each of street shoes, 
two pairs of casual shoes yearly. The 
pump is still the most favored and 
most bought shoe.- Data include the 
buying patterns, usage and brand 
preferences for shoes, bedroom slip- 
pers, protective footwear, hosiery and 
other accessories. For a copy of 
“Women’s, Teen-Age Girls’ and Chil- 
dren’s Footwear and Hosiery,” write 
to Lorna Opatow, Director of Con- 
sumer Research, Good Housekeeping, 
57th St. at 8th Ave., New York 19, 
N. Y., attention Dept. SM. 
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Behind Justin's Sales Upswing: 
Softer Sell, Redoubled Service 


TV's frenzied preoccupation with cowboys — and all America’s 


drift toward more outdoor life—have created a sunny sales cli- 
mate for the bootmakers of Ft. Worth. And they’re taking ad- 


vantage of it: 1,258 new accounts opened up in nine months! 


GENERALLY REGARDED as the 
largest manufacturer of quality cow- 
boy boots in the world, Justin Boot 
Co. of Ft. Worth is disinclined to rest 
on its laurels. Two years ago it took 
a long look at its sales and advertising 
procedures—then switched from hard 
sell to soft. Service was intensified to 
retailer and ultimate consumer. 
Sales Manager Jack Harrell says 
the changeover has had much to do 
with 1958’s gain of 20% through the 
first three quarters. (Year's expected 
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By MARY PIRIE 


increase may reach a total of 22%.) 

To be sure, the company has bene- 
fited by (a) the influence of cowboys 
galloping across the TV screen, and 
rodeos touring the country; (b) the 
outdoor-living trend which may ex- 
tend only as far as the backyard bar- 
becue pit, or may take in hunting, 
fishing, boating, camping and riding 
sports. More people now want more 
outdoor footwear than ever before— 
und Justin has the right styles, from 
genuine cowboy boots, 12 inches high 


and tough as a bronc (the company’s 
made them since 1879) to leisure-type 
outdoor boots with merely a touch of 
the Old West in stitching or scallop- 
ing. (Boots for real cowmen retail at 
around $39 per pair; leisure footwear 
is competitively priced.) 

In 1957 Justin began to push its 
timely product with a new three-point 
program, purposeful as a cattle round- 
up. It introduced soft selling by Justin 
representatives, with emphasis on 
service; “our dealer is king” treatment 
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of retailers by the home office; soft- 
sell consumer advertising, radically 
different from Justin's previous ap- 
proach and that of most outdoor-foot- 
wear manufacturers. 

With territory realignment and the 
appointment of some new salesmen, 
each man was given a smaller area 
to cover. Paper work was practically 
done away with. (“I go to the sales- 
man instead of asking for long written 
reports,” says Harrell, who spends 
about 40% of his time in the field.) 
Justin representatives thus had time 
to call on each dealer more often, not 
merely to make high-powered sales 
talks but to study the footwear-mer- 
chandising problems of each store. 
Service is now available to retailers 
in such matters as: 


1. Setting up an inventory program 
with Justin Inventory Control sheets. 
Supplied without charge, these show 
the dealer what he has in stock and 
on order, what fill-ins he needs, which 
styles are selling best and which need 
pushing. Justin Inventory Control may 
be adapted to the dealer’s entire shoe 
stock 


2. Arranging displays of Justin 
footwear, with full-color posters sup- 
plied free of charge. The Justin sales- 
man will even help set up the mer- 
chant’s entire footwear 
desired. 


section if 


3. Planning sales events and adver- 
tising (Justin mats, copy and layouts 
are offered free of charge, media space 
on a cooperative basis). 

4. Training retail salespeople to 
sell Justin’s leathers and special con- 


VANITY—ALL IS VANITY! Justin is often called upon by VIP’s and 
Not-So-VIP’s to custom-make boots to the customer’s own design. Left: 
Made for Arthur Godfrey. Right: Turned out for Dan Thornton, former 
governor of Colorado, an enthusiastic raiser of shorthorn cattle. 


struction features, and familiarizing 
them with the more than 100 different 
processes—mostly performed by hand 
—involved in making each pair. (Jus- 
tin works so closely with retailers that 
its representative may even wait on 
customers, getting their reactions to 
Justin boots first-hand.) 

Several of Justin’s 25 salesmen 
regularly attend horse shows and 
rodeos to learn cowboys’ and horse- 
men’s footwear preferences. Their re- 
search contributes to the company’s 
continuing study of style and func- 
tional trends. 

When service selling had begun 
bringing in increased business from 
most retailers, Justin, in January of 


whzt these names represent.” 


range, 


Ask Any Cowpoke! 


“JUSTINS—Any cowman knows that this word is synonymous 
with good cowboy boots. From the day in 1879 when Joe Justin 
settled at Old Spanish Fort on the Texas side of the Red River and 
made his first pair of boots, down thréugh the years to the present 
modern factory in Fort Worth, Texas. . 
in cowboy boots. A few men have left their names to enrich 
permanently the vocabulary of the westerner . 
are Colt, Stetson, Levi and Justin. Even easterners by now know 


So says Western Words, a dictionary of the 
cowcamp and trail, by Ramon F. 


Adams, University of Oklahoma Press. 


“Today, with John S. Justin, Jr., (grandson of the founder) as 
president, Justin Boot Co. is generally rated as the largest manu- 
facturer of quality cowboy boots in the world. It also makes boots 
for men, women and kids who just like to get outdoors. Footwear 
sales total over $2 million annually. Additional volume comes 
from such extras as belts, billfolds, purses. 


. Justin’s has set the style 


Among these 
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this year, started to intensify its drive 
for new accounts. The first three quar- 
ters of 1958 saw 1,258 new retailers 
added in all three merchandise divi- 
sions (Boot and Other Footwear, with 
sales of over $2 million representing 
about 70% of 1958's total volume; 
Belts; Personal Leather Goods like 
purses and billfolds). Though some 
new markets have been opened up, 
most of the new accounts were se- 
cured in existing territories. 

Salesmen’s biggest talking points 
are (1) Justin’s 79-year reputation for 
fine footwear; (2) its modern styling 
of conservative Wellingtons, slipons, 
jodhpurs, and matching “family” boot 
sets for dad, mom and the kids as 
well as cowboy bovis; (3) its “dealer 
is king” policy. 

Justin’s average markup of 40% is 
considerably higher than most boot 
manufacturers allow. And since 1957 
this markup has been credited to re- 
tailers even on orders for Justin Per- 
sonality Boots placed with the factory 
by the consumer and shipped direct. 
For example, a West Texas rancher 
may crave a pair of cowboy boots with 
his cattle brand or his ranch’s name 
inlaid in color. (One mink rancher 
sent Justin two mink pelts to be 
worked into boot tops. Others have 
asked for—and gotten—silver, gold or 
diamond-chip trims, or pictures of 
prize-winning bulls. Since 1879 Justin 
has said, “Whatever the customer 
wants, we will make.”) On such cus- 
tom-made boots a check for the profit 
goes to the Justin retailer in the cus- 
tomer’s area—along with the latter’s 
name and address for mailing list 
purposes. 

The company follows the same plan 
on consumer orders received as a 
result of national advertising. “This 
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policy has brought us many letters of 
ippreciation 
comments Harrell 
Justin’s dealer kit of over 15 pieces 
illustrated brochure 
“Background for Better Boot Sales.” 
Prepared after consultation with some 
of the « 


warm from dealers,” 


includes an 


yuntry’s leading boot retailers, 
it discusses such subjects as boot con- 
struction features the should 
especially look for and point out to 
customers, effective 


retailer 


displays good 
stock-keeping and inventory control 
“All of our dealers’ interests are ours,” 
Harrell explains 

Other aids in the dealer kit: price 
lists both with and without wholesale 
prices (the “without” 
shown to the 


measul 


lists can be 
customer); can’t-go- 
charts for Justin 
a “How to Make 
Your Newspaper More 
Profitable’ whic h briefly dis- 
cusses the prin iples of effective lay- 
out ind cop' 


wrong 


ing 
custom-made boots: 
Adve rtising 


' 1 
brochure 


and shows Justin news 
paper ads for which 
ble 


In justin’s 


mats are availa 
office the 
Bob Whisenant 
handles all dealer complaints regard- 
less of what de partments thev involve 
This insures prompt, satisfactory ad- 
justment and letters worded to build 
good will instead 


home sales 


manager's assistant 


of tearing it down 
(as can happen when complaints are 
handled by a number of different in- 
dividuals, some not be 
salesminded 

“We trv to persuade each retailer 
that he’s much more than just another 
name on books,” says Harrell 
“Nowadays, each new Justin dealer 
receives a personal letter of welcome 
signed by President John S 
ji , OF mvself “ 

The Justin keeps 35,000 
pairs of boots in stock for same-day 
shipment This helps the dealer to 
operate with smaller inventory, and 
get fill-ins and new fashions quickly 

“In 1958, factory was 
geared to an expected sales increase 
of 5%,” Harrell remarks. “A 20% in 
the first quarter 
step up production—fast.’ 

In mid-1957 Justin executives sat 
down with Bevel Associates of Ft 
Worth and Dallas to consider how 
Justin advertising might be revamped 
for greater sales appeal. Like most 
manufacturers in its field, Justin had 
been running hard-sell ads showing a 
boot or boots, some prosaic printed de- 
tail about the merchandise, the com- 
pany signature—and nothing else. 
Justin and Bevel now decided to cash 
in on the popular appeal of the Old 
West by superimposing photographs 
of Justin boots against backgrounds 
of cattle roundups, campfires, rodeos, 
sky and plain. 


of whom may 


our 


Justin, 


factory 


early our 


crease in made us 
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One of 1958's soft-sell advertise- 
ments shows a cowboy leaning over a 
campfire, intently stirring something 
in a large pot. Copy reads: 


“Some Things Are a 
in the West 

Like Son-of-a-Gun 
Justin Boots” 


Tradition 


Stew; Like 


In the lower right-hand corner of 
the ad appears a Justin boot, with the 
slogan, “Since 1879 

JUSTIN 
Fort Worth, Texas’ 
Another advertisement shows two 
cowpokes sitting on a corral fence 
Copy above the picture: “A Westerner 
Likes « Break Hard 
Dav” 


after a Long 


Below it: 
“A Westerner More Often Than Not 
Wears Justin Boots” 

In the lower right-hand corner ap 
pears the slogan, “Since 1879 ‘i 

All scenes are authentic—either 
drawings done by 
artists who know and love the West 
Appearing in national magazines of 
outdoor type, the advertisements are 
bringing many enthusiastic letters, 
especially the North and the 
East, where they're helping the com- 
pany to open up some new markets 
Though about 75% of sales volume 
still comes from such western states 
as Texas, California, Colorado, Wyo- 
ming and Oregon, Justin now has na- 
tional distribution—scattered in some 
sections. The company sees an inter- 
esting future, especially for its Wel- 
lington boots, in areas that were unex- 
plored by it two years ago.) 

The 


lively 


photographs, or 


from 


dealer catalog now shows 


vattle-country scenes and Justin 


Company Togetherness 


“The real problem of the ex- 


ecutive does not spring from 
springs the 
idiosyncrasies of people. To 


outstanding 


equipment—it from 


achieve results, 
that 


and a 


every employe must feel 
he is both an 


partner 


individual 


in your organization.” 


Charles M. Skade 

Senior Vice-President, 
Administration, 

Fuller & Smith & Ross, Inc. 


boots in color photography. “We at- 
tribute part of our 1958 sales increase 
to this type of catalog,” says Harrell. 
Justin’s many dealer mailings and re- 
tailer mailing like customers’ 
statement inserts also have a western 
touch 


aids 


The company hasn't increased its 
advertising appropriation 5% of 
sales) but has changed some media. 
Most of 1958’s publication money 
went into consumer media: The West- 
ern Horseman; Dude Rancher Maga- 
zine; The Horse Lovers Magazine; 
True West; True; Annual Edition of 
Rodeo Sports News; Farm and Ranch; 
Fort Worth West Texas 
Todav: Frontier Times; The Cattle- 
man; Rocky Mountain States Men’s 
Apparel Club Buyers Guide; Hoofs 


and Horns 


Magazine; 


Justin is vitally interested in rodeos 
and riding events of every kind. John 
S. Justin, Jr., belongs to several riding 
associations like the Rough Riders of 
the Rockies and the Los Charros 
Desiertos of Tucson, Ariz. Made up 
of ranchers, leading business men and 
national celebrities, these associations 
sponso! week-long rides through rough 
terrain. Such contacts help President 
Justin and his company keep up with 


outdoor footwear trends 


Cy Taillon, nationally famous rodeo 
announcer, displays a pair of Justin 
Boots at each rodeo. Valued at $450, 
with silver-and-vold-inlay toe and heel 
trim, these boots are awarded to the 
All-Round Champion Cowboy each 
vear, usually being presented at the 
January Grand National in Denver. 

During the 1958 Southwestern Ex- 
position & Fat Stock Show & Rodeo, 
Ft. Worth, Justin ran a 30-minute TV 
program, “Cowboy Interviews,” tele- 
cast on Station KFJZ. The approach 
was soft sell. Though a Justin back- 
ground was kept on camera, none of 
the cowboy guests were asked how 
thev liked the boots. Many, however, 
volunteered good plugs 

Retailers, incidentally, buy consid- 
erable spot space on TV and radio, as 
well as newspaper space. 

Not all shoe-repair men can mend 
fine boots in a way that preserves their 
fit, comfort and appearance, so Justin 
suggests its cowboy boots “come home 
for repairs.” Tagged to each pair, a 
3 x 3% in. booklet tells the customer 
how to care for his boots, and in- 
cludes a repair order form 

Copy promises, “Your boots will be 
rebuilt with Justin’s premium quality 
materials and workmanship over the 
last on which they were originally 
made. No matter how old or worn 
your Justin Boots become, they can 
usually be repaired so they will fit and 
feel right . . . look almost like new.” @ 
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Box Office (...and Pardon Our Pun!) 


THAT COVETED ASSET, a “good” 
New York office address, is available 
now through “Officette,” to the de- 
light of several hundred “office-un- 
der-my-hat” small business and pro- 
Using midtown New 
York street and number addresses, 
subscribers have their mail delivered 
to compact units in G1 ind Central o1 
the Long Island Railroad station. Each 
subscriber has a key 


? 
fessional men 


to his own num- 
bered box in the unit, so that he may 
pick up his mail iS he chooses or, i 
he pre fers, have it forwarded. In each 
unit there are 216 boxes, exactly like 
those you rent at the Post Office 

Subscribers include salesmen, real 
estate people mail order firms, pro 
fessionals of various kinds, short-term 
users who want their mail cared for 
while traveling or vacationing, and 
it is suspected—romantic individuals 
who'd rather get certain billets-doux 
throueh i private iddress. One large 
firm maintains boxes for several of its 
salesmen 

A secretarial bureau and a tele- 
phone answering service are operated 
in conjunction with the mail service 
Subscribers may use any or all of it, 
paying only for what they get 


Officette is the brain child of two 


THIS IS OFFICETTE, the plant and 
fixtures of dozens of “office-in- 
their-hat” businessmen. At pres- 
ent there are two such mail 
services; one in Grand Central 
Station and one in the Long Is- 
land Railroad Station in Manhat- 
tan, where they are passed by 
commuters every day. Rent for a 
private mail box runs at a mini- 
mum of $6 per month. 
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brothers, Bernard and Emanuel Fei- 
gen, an attorney and an accountant. 
They had subscribed to telephone an 
swering services and it occurred to 
them that there should be something 
of the sort, but with special features 
such as a prestige address for an 
easily accessible center from which 
mail could be picked up at any hour 
After some planning and testing, they 
had their units installed in the two 
stations last January. Negotiations are 
under way for installation of a third, 
in the Port Authority Bus Terminal, 


also in midtown New York. 

The service is flexible, available on 
permanent or short-term basis. Prices 
range from $6 a month for mail re- 
ceipt and forwarding to $15 for both 
mail and telephone answering serv- 
ice 

In establishing such a business, the 
approval of the U.S. Post Office is 
necessary at each stage Applicants 
fill out forms subject to scrutiny by 
postal representatives. Despite these 
precautions, one shady character 
sought by the authorities dared to 
rent a box. His behavior made the 
Feigens suspicious and a tip to the 
police led to his arrest. 
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A Cash Buyer Visits 
The Wailing Wall 


. .. and far be it from us to say his lamentation isn’t justified. 


He lays his greenbacks on the line to complete a nice clean 


sale. But what happens if the product isn’t satisfactory? Does 


he get fast, efficient service? Is he appreciated? Not on your life! 


By WILLIAM E. GOULD* 


I am that disconsolate figure, the 
forgotten man of these topsy-turvy 
times—the eash buyer. Hear my tale 
of woe 

It all began with the refrigerator. 

Our venerable icebox, after vears 
of faithful service, breathed its last. 
A replacement was necessary, so I 
went to a large department store. The 
eager, young salesman was very at- 
tentive and before long _I had chosen 
the gleaming white new aarticle I 
wanted 

Then the adventure began 

“We are accustomed to asking for 
a 20% down payment,” the salesman 
led off, letting drop the insinuation 
that perhaps a lesser amount might 
be accepted in my case. I must have 
looked poor. “You may extend the 
payments over 18 months if you 
desire.” 

“Oh, no. That won’t be necessary,” 
was the reply, as | reached for my 


check book. “Tl pay cash.” 


> The 


wilderment came 


blanched Be- 
Being the venture- 
some sort, however, our doughty sales- 
man steeled himself for a new experi- 
ence, wrote out the sales tag with 
trembling hand. When I left, he 
could be seen talking behind his hand 
to another salesman, all the while 
nodding in my direction. The other 
just stared 

The refrigerator duly was delivered 
to our home, some five miles into the 
suburbs. There was only one thing 
wrong. It didn’t work. ‘ 

A call to the store brought the 
sound of a sweet, voung girlish voice 
from something bearing the peculiar 
title of “service department ” The 
ailment of the refrigerator was care- 
fully described, symptom by symp- 
tom. It occasioned no surprise to the 
owner of the sweet voice 


voung tace 


* Dr. Gould is a professor at San Jose 
State College, San Jose, Calif 
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“Tll take your name. Since you 
live in the suburbs, Thursday is the 
day our truck calls in your neighbor- 
hood.” 

This was interesting information, 
except that no truck called on Thurs- 
day, or the next, or the next. Each 
time the sweet, young voice feigned 
surprise. 

I went to the store. I found the 
office marked “Manager.” I asked the 
young lady there if the Manager was 
in 

“Yes, but he is busy 
your” 

“No, thank vou 

And I did 

After a considerable period, a ver\ 
dapper, very polite, very young man 
appeared from a neighboring office 

“How do vou do? I am the Assist 
ant Manager,” he said in a mannet 
designed to be impressive. “The 
Manager is verv busy. Can I serve 
vou?” 

“No, thank you 
Manager, himself 
wait.” 

The young lady, after an unkind 
look in my direction, then went into 
the Manager’s office. 

“The Manager will see you now,” 
she said, on her return. 

He was all courtesy. I reported 
the ails of our refrigerator and the 
failure of the repair truck to arrive 
He nodded in a knowing manner and 
took up his telephone. 

“Has the new starting unit for Mr 
Gould’s refrigerator arrived vet?” he 
asked, adding, “Mr. Gould is here in 
my office.” 

I could not hear the subdued reply 

Then the Manager said, “The parts 
arrived this morning. Our repairman 
will have thern installed at once.” 

The repairman arrived the next 
day (not a Thursday). The refrigera- 
tor has given fine service since. 

I happened to mention the incident 
to an employe of the utility company 


May I help 


I'll wait.” 


I wish to see the 
I have time. I can 


some time later. “Oh, they have had 
starting trouble generally with that 
model,” he said 

Then the light dawned. No indi- 
vidual diagnosis had been necessary 
Other buvers, the so-much-down, so- 
much-a-month ones, no doubt, had 
gotten theirs fixed Those 
alert young persons at the store knew 
the chances of collecting installments 
on refrigerators which did not work 
satisfactorily were nil. As for me, 
the cash buyer, they already had my 


already! 


' 
money 


& Then there was the television set, 
purchased at another large store from 
another eager young salesman. Once 
more the look of surprise, the fum- 
bling for little-used sales documents, 
the awesome demeanor, the pointing 
at me — the curious person who pays 
cash. 

This time, the TV set did not seem 
to look like a proper piece of furni- 
ture. A cursory examination showed 
at once that its base was that of an- 
other set 

“I don’t know anything about it,” 
the delivery man said. “That’s what 
thev sent,” and awav he went 

Another sweet-voiced voung lady 
from “service department” 
indicated that the base to our set had 
been marred and a replacement or- 
dered, meanwhile a _ substitute had 
been provided “temporarily.” The 
“temporarv’ substitute threatened to 
become permanent, until, after a few 
weeks, I called upon another Man- 
ager, not being content with anv 
subordinates, no matter how young 
and personally charming. The proper 
base was installed the next day 

“Mavbe it’s these big, impersonal 
corporations,” said I in my innocence. 


another 


& Next time I tried a local concern, 
for purchase of a record-player and 
FM radio, a beautiful console model 

“Oh, thank vou!” said the salesman, 
verv eager, verv gracious, looking in- 
credulously at the check for payment 
in full. 

The set came. The record-changing 
apparatus did not work properly. 

This time the sweet, voung thing 
of vet another “service department” 
actually got a service truck to mv 
home the next dav 

“There’s nothing like local enter- 
prise!” I said 

Unfortunately, the repairman indi- 
cated that the trouble was such as 
could be eliminated only “in the 
shop.” He left and took the set with 
him 

And that was the last time I saw 
the machine until I had made yet 
another pilgrimage into town to see 
vet another Manager. 

It appeared that a part for the 
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record-player was defective, the fac- 
tory was in the east, a part was to 
be “picked up locally.” This was all 
very well, except that something 
seemed to have gone wrong with the 
telephone or the errand-boy’s legs 
during the days I had waited 

“What a fool I was to pay cash!” 
I cried to this latest Manager. “If I 
still owed you money, youd fix my 
machine in a hurry!” That had him 
He made no reply, but both the tele- 
phone and the errand-boy’s legs sud- 
denly remedied themselves. The job 
was done. 


> Then there was the car 
One day, under the windshiéld 
wiper of the old vehicle, parked near 


the baseball 


small card: 


stadium, appeared a 


“Would vou take up to $1200 
for vour 1954 car on trade for 
a new model? Automotive 
Sales Co., ask for Jack Jones.” 


Here was merchandising enterprise 
for sure! Of course I would take “up 
to $1200” for the old heap provided 
of course that the price on the new 
car were not inflated corresponding], 

I drove my old car to the agencv 
Immediately I was beseiged by many 
very eager, very enthusiastic voung 
men. “Would you like to trade it in 
today?” they asked 

I asked for Jones, who was a par- 
ticularly nice-looking fellow 
I permitted him to inform me of some 
of the features of the gleaming new 
models in the display room. Indi- 
cating one that seemed to be what I 
wanted, I asked: “How much cash in 
addition to my car will it take to buy 
this one?” 

This seemed to me to be the es- 
sence of the matter, but it did nothing 
but bring forth a glib discussion of 
money down, payments per month, 
interest rate, taxes, license, insurance 
and the like 

I interrupted to explain that I ex 
pected to buy for cash, if the amount 
of difference between the old car and 
the new one came within the range 
I thought I could afford 

This brought nothing except a 
rapid, enthusiastic discussion of the 
various accessories 


young 


items of special 
equipment and other “extras” either 
presently on, or soon to be added to, 
the new car, the advantages of each 
and so on 

“Listen, voung man!” said I. “All I 
want to know is how much cash 
money it will take to make vour car 
mv car!” 

He seemed bewildered 


> Then the inspiration, prompted by 
experience, came to me. Surely this 
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place, too, has a Manager! Let’s try 
him! 

He was “very busy,” so it was nec- 
essary to send the salesman as an 
emissary. I mentioned a modest cash 
figure 1 was prepared to give in addi 
tion to my car for relay to thé Great 
Man. “This, at.Jeast, ought to get the 
ball rolling,” I thought. 

All it did was bring young Jones 
back with a scribbled note from the 
Manager, containing these words: 

“Be reasonable, Mr. Gould!” 

I became so reasonable that I 
wasted no time in driving to a dealer 


How 


GrayLine 
help you meet 1959 income tax requirements 


in the next town. 

So this is the sad plight of the cash 
buyer. If he can prevail upon the 
modern-day salesman to take his 
money, he waits at the back of the 
line for service —and sometimes he 
can’t even get one of these eager, 
young persons to place so much as a 
price on the merchandise! 

It almost makes him long for the 
“good old days” of the great depres- 
sion, when a salesman did some real 
selling, when the buyer got real value 
for his money, and when the cash 
buyer was a king! @ 


simplified Expense Reports 


You will do right by yourself and stay right with 


Uncle Sam by keeping a complete, accurate 


record of your 1959 deductible and reimbursed 
expenses with GrayLine “Snap-A-Way” Expense 
Report forms. 


2-par? “Snap-A-Way” form provides quick, accu- 


rate record in duplicate... . 


with one writing. 


All headings are there for easy, fast recording. 
Auditing space on back of employer’s copy. Com 
plete, time-saving summaries ready when prepar- 


THEY COST SO LITTLE — 


ing your tax return in 1960. 


GrayLine “Snap-A-Way” Expense Reports cost 


ORDER TODAY! A year's supply—50 you 


weekly sets—in plastic envelope to keep them 
clean and handy. Also available in boxes of 
500. Ask for Wilson Jones No. 44-950 


WILSON JONES 


BETTER BUSINESS FORMS EASIER TO USE 


ess than 4¢ per week 
dealer cannot supply you, mail coupon. 


If your stationery 


WILSON JONES COMPANY 
209 South Jefferson Street, Chicago 6, Illinois 


Please send me a Free sample Expense Report Form 
and complete information about it 

Name 

Address 


Our usual office supply source is 


Three 


Display 


Problems— 
Three 


Solutions 


1 The Burgermeister Brewing 

Corp., California, was deter- 
mined to fix in the public mind “the 
thought of beer as a beverage to ac 
company good food.” Cliche or not, 
it was easier said than done! 

Food stores and meat departments 
just wouldn’t cooperate on displays 


Bisrgermeister 


BEER 


WS so much more refreshing i 
surgi B i urgie 
Burgic MBP Burs'e MEGS Bere 
) gy wy ww 


involving foods and 


beer; they 
thought it hardly practical to set up 
cooked foods with beer. And—often 
the worst hurdle—the brewery had to 
convince a chain or multiple-operation 
key man that co-displays of beer and 
menu items were good business and 
simple to handle, in spite of the fact 


that they were really not simple at all. 
The display above made the differ- 
ence in acceptance attitudes. The 
steak, glass and contents are made of 
plastic the rest of the display is made 
in conjunction with a lithographic 
process The punctured beer can 
helps create the illusion. 
provided at no 
charge to the stores and have been en- 


The displays are 
thusiastically received. The brewerv’'s 
field men help to set them up. An 
added advantage is that, unlike dis 
plays using actual food, they can, and 
do, remain in place for a week or two 


continuously stimulating sales 


The worst thing that can hap 

2 pen toa food manufacturer is to 

have his product resting in obscurity 

somewhere among thousands of other 
food items at the local supermarket 

It very nearly happened to Tropi- 

Florida, until 


Rossi conceived 


cana Products, Inc 
President Anthony T 
ind designed a new refrigerated, self 
service display machine for juices 
Manufactured by Tropicana’s whol 
lv owned subsidiary, Displav-O-Matic 
Inc the new machine also solves the 
problem ‘of proper refrigeration for 
chilled juice products sold in cartons 
juice, which leads chilled 
juice sales, deteriorates when exposed 
to the fluctuating temperatures of the 
average food store dair\ case 


Orange 


How to Reach Minds—and Hearts— 


When you Talk to People 


continued from page 34 


ability walks in here. He is bright 
and aggressive with plenty of drive 
the kind we dream about. He has 
sold plenty of goods but has no tech- 
nical background. However, I don’t 
want to lose him and feel sure I can 
give him the necessary product back- 
ground within a year.” 

The top executive might then reply: 
“Well, use your own judgment on 
that. Such salesmen are scarce enough 
and I can appreciate your problem.” 

The manager might then mutter to 
himself: “All this is what I’ve been 
doing right along—favoring the engi- 
neering degree but hiring good men 
without it but with varying degrees 
of technical background, 
seemed justified.” 

If the general sales manager had 
not interpreted back in this case he 
would have followed instructions 
which the top executive had given 
but had not really meant. What was 


when it 
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really accomplished by this discussion 
was a discharge of anger by the top 
executive, which probably cleared his 
mind for constructive thinking 


Present one idea at a time 


People do not sustain attention for 
long periods. It has been found that 
attention fluctuates in cycles. This 
means that your listener will be drift- 
ing in and out of focus on what you 
are saying and therefore missing the 
things you say while he is out of 
focus. So when you are trying to ex- 
plain something, don’t parade a whole 
series of ideas before him. If you do, 
many of them will get lost. 

To make sure your listener has 
grasped an idea you should make him 
think about it twice. 

However, you can’t just repeat what 
you have said since you will both bore 
him and condition him to stop listen- 


ing immediately after you first state 
an idea. You have to say something 
which will make him return to the 
original idea. One way of getting him 
to do this is to mention something 
that would result from the original 
idea. 

For example, suppose you say to 
a salesman, “You'd better start calling 
a little more often on new prospects 
instead of devoting so much time to 
present customers.” Instead of stop- 
ping there you can reinforce this idea 
by adding, “You'd probably gain more 
than vou'd lose even if you'd have to 
trim your calls on present accounts.” 
The follow-up statement not only an- 
ticipates an objection he might raise 
but helps him grasp the original idea 
which may have registered only dim- 
ly when you first stated it. 

Furthermore, sustained concentra- 
tion is fatiguing. The listener needs 
to release tension by expressing him- 
self. Encourage him to say something 
after you have presented an idea. 
Otherwise, the accumulated tension 
built up while listening will distract 
him. Say anything calling for a re- 
sponse, such as, “You may have thought 
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The new facility rescues chilled 
juice products from the obscurity of 
the dairy case. It holds 246 quarts; 
provides customers with quick prod- 
uct identification and easy self-service; 
eliminates 


the out-of-stock problem; 
drastically 


increases sales of orange 


juice and jumps sales of other chilled 


juice products to a profitable figure, 
and returns to the foc? store a net 
profit far beyond that usually received 
from a similar amount of floor space 


The David White 


Co., and its subsidiary 


Instrument 
Realist, 
Inc., had a unique problem 

Printed media, radio and television 
helped to identify the Realist as a 
3-D camera but could not give the 
consumer full appreciation and un- 
derstanding of it. They needed a 
P-o-P item that would bring home the 
salient facts and excitement of three 
dimensional photography 

The display shown above solved 
the problem 
showing bril- 
liantly colored goldfish, attains amaz- 
ing depth and, framed in white, draws 
the initial attention. A Realist stereo 
hand viewer is placed conveniently 
beside a grouping of William Holden 
slides (they're duplicates of originals 
he shot during filming of “The Bridge 
Kwai’). Copy invites 
the customer to “See for Yourself.” 

Actaully, the display has paid off 
in a big way the path of interest has 
been from the display to the camera 
itself. Anticipating this, the company 
has provided retailers with a small 
two-color card, equipped with a small 
tab, for placement atop a_ Realist 
camera 


A large transparency, 


on the River 


STEREO 


Attracted by the word “Free” in 
red, customers read further and dis- 
cover that the company offers them 
their first roll of color film free and 
will develop the pictures and mount 
them for viewing—without charge. All 
they have to do is fill out the reg- 
istration card that comes with camera. 


of this yourself ” Then pause for his 


comment 


Get acceptance of one idea 
before moving on to the next 


Listening without protest does not 
necessarily imply acceptance of what 
is being said. The idea may not have 
fully penetrated or it may have been 
twisted by the listener into something 
he wanted to hear or could accept 
more readily before mov- 

elicit from 
some reaction to the 


Therefore, 
ing on to a second idea, 
your listener 
first one 

If you ask what he thinks of your 
idea, he must mentally take hold of 
it in order to comment on it. If you 
say, “You will agree we have things 
pretty well organized around here,” 
he may nod, not because he has ex- 
amined your idea and agrees, but sim- 
ply because he doesn’t want to bother 
thinking, or because he is impatient 
to hear what you are getting at. You 
have to get him to think independ- 
ently, rather than frame his answer 
for him. It would be better to put the 
question this way: “We seem to have 
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things pretty well organized around 
here. What do you think?” 


Be explicit 


Sa\ what you mean as precisely as 
possible. The more explicit, the bet- 
ter. Whenever vou have to make a 
generalization, always give examples 
As you move toward generality you 
are in danger of becoming ambiguous 

People are often ambiguous when 
they aren’t sure themselves of what 
they mean, or are afraid of commit- 
ting themselves. They approach an 
objective indirectly, hoping that if 
they make a vague statement, the lis- 
tener will clear up the situation for 
them, by saying or doing the right 
thing. Often, the listener interprets 
the ambiguity incorrectly, and does 
something that goes wrong. The 
speaker then labels him a fool who 
never can get anything right. 

Let’s take just one example. 

Consider for a moment a sales man- 
ager bewildering a salesman: “John, 
youre riding the expense account too 
hard. Not that we don’t want you to 
entertain. Entertaining is important 


in making sales, and I know you've 
been bringing in orders, but try to 
go a little easier.” 

' Does the manager mean that the 
salesman’s expenses have been run- 
ning high compared to those of other 
salesmen, or for the territory itself, 
or for the volume of business brought 
in, or compared to a standard set up 
by the company? Does the manager 
want him to trim expenses even if the 
salesman feels he will risk losing or- 
ders? 

The manager ought to review with 
the salesman the entertaining he has 
actually been doing, getting down to 
cases. Together they could arrive at 
ways of cutting expenses, if this were 
warranted. The salesman would then 
have a clear-cut view of the man- 
ager’s thinking and, in addition, would 
accept changes more readily since he 
would have participated in suggesting 
them. 


> The above five techniques have 
dealt with transmitting ideas from 
one person to another. The bridge of 
words that is built to span the gap 
between two minds must be con- 
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structed carefully. Two people start 
out on opposite sides of the gap and 
feel their way toward each other. The 
five techniques above will help them 
meet in the middle. 

[Transmitting ideas, while of major 
importance, is not the whole story of 
communicating. Motivating the other 
person to listen, to evaluate with an 
pen mind, to respond with his ideas 
and feelings, and to do what vou re- 
quest if it is reasonable is the other 
crucial factor. 

There are techniques for motivat- 
ing, as well as for transmitting ideas, 
and these have to do more with feel- 
ings and emotions than with intellect. 


They are: 


6. Be responsive to emotions 


Generally, in any discussion a cur 
rent of feeling flows as ideas are ex- 
changed among the participants 

Let’s consider for the moment two 
people speaking with each other 

As they talk, either of the partici- 
pants may express anger — through 
criticism, sarcasm, ridicule, and out- 
right swearing. 

He may express anxiety — through 
explicit comments about his source of 
worry, requests for reassurance, lin- 
gering on a subject after its immediate 
aspects have been exhausted, and fre- 
quent interruptions because he can’t 
wait to air his worries 

He may express guilt—through self- 
deprecatory comments, little confes- 
sionals of misdeeds, and resolutions 
to do better 

And he may express joy — through 
references to happy events, comments 
about people and things he loves, and 
happy exclamations. 

These expressions of feeling are 
woven into the fabric of the conver- 
sation, sometimes so subtly as to be 
almost indistinguishable from the 
threads of ideas. Nevertheless, they 
must be responded to if the desired 
motivation is to be established. This 
is done through encouraging expres- 
sion; sympathizing; reassuring; and 
praising 


> Encouraging expression. Whenever 
the other person expresses emotion 
try to draw him out. The more he 
releases the pent-up tension from the 
emotion, the more comfortable he'll 
be—and the more appreciative of you 
as a source of enjoyable discussion 
Blocking his expression of emotion 
will, on the other hand, frustrate and 
irritate him 

For example, if a salesman says to 
you, “My customers have surely been 
giving me a hard time lately,” the 
wrong thing for you to say at this 
point is something like, “You have to 
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expect that kind of thing every so 
often. Keep after them.” What the 
salesman wants is a ready ear and 
not a ready answer. He is trying to 
establish an opening that will permit 
him to express anger at his customers 
and, possibly, anxiety about his own 
performance. It would be better to 
merely ask, “What happened?” 


> Sympathizing: A solid contribution 
to rapport is made when you express 
appreciation of the other person's 
feeling. When he expresses anger or 
anxiety, it is wise for you'to tell him 
that you understand the way he feels. 
This has nothing to do with whether 
or not he is justified in his feelings 
or whether or not you would feel the 
same way. You are merely expressing 
sympathy. And sympathy ele com- 
munication 

Suppose, for example, an engineer 
in Research and Development says to 
you, with some annoyance, “Those 
fellows in Sales must think we're 
magicians. They make impossible de- 
mands. They come to us with all 
kinds of customers’ problems and ex- 
pect us to give them the answer in 
the next breath.” One way to ir- 
crease his irritation is to reply, “Well, 
they're just trying to do the best they 
can for their customers in order to 
get more business.” 

All vou’ve done is made him feel 
foolish for being angry at the people 
in Sales and this only serves to make 
him angry at you. It would be much 
better for you to say something like, 
“I can understand the way you feel 
It is annoying to have all kinds of im- 
possible demands made on you.” 

He doesn’t want any logic at this 
point. He just wants someone to ac- 
cept what he is saying and to sympa- 
thize with him. After you have ex- 
pressed your understanding of his 
feelings, you can then work in a_ref- 
erence to the point of view of Sales 


®» Reassuring: When a person ex- 
presses worry, the first impulse of the 
listener is to reassure him immediately 
that evervthing will be all right. 
While, on the face of it, this seems 
helpful, it actually bottles up the 
anxiety in the worrier. The listener's 
reassurance seems to put an end to 
discussion of the matter, leaving the 
worrier with pent-up anxiety. The 
better thing to do is to draw him out 
further and then reassure him. 

For example, suppose a department 
head says to you, “There’s been a lot 
of absenteeism in my department 
lately and I can’t account for it. I 
keep waiting for the boss to tap me 
for some on-the-carpet treatment.” 
You probably mean to be friendly 
when you reply, “This is the season 


Note to 


Sales Management 


readers: 


You can’t possibly see all 
the ‘Frustrated Freddies”’ 
(see facing page) who 
would like to call on you. 
But you do make media 
decisions. So, we suggest 
you keep in mind that 
media advertisements in 
this and every issue of 
Sales Management may 
contain information that 
could help you see adver- 
tising values that fit your 
sales programs. 


for colds and a lot of people are prob- 
ably out sick.” However, you are just 
closing the subject, and while he 
might appear to agree with you, he 
is still left with his uncomfortable 
feeling of anxiety 

The better thing to do would be 
to explore with him a little further 
the possible causes for the absentee- 
ism. Ask him what he thinks it is. 
Ask him about any changes that 
might have taken place in his depart- 
ment. Pick up any leads he might 
furnish in his replies and explore these 
further with him. All the while you're 
doing this, he is letting out some ten- 
sion just by talking about his prob- 
lem. Then, you can end the discus- 
sion by giving him some reassuring 
statement. 

Praising: When you praise another 
person you make yourself a source of 
pleasure to him and thereby encour- 
age him to communicate with you. 
Be generous with your praise. When 
a man does a good job or contributes 
a worth-while idea, compliment him 
for it. Be alert to implicit requests for 
praise. 


Give of yourself 
When you share your ideas and 
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AD-VENTURES of FRUSTRATED FREDDIE 


3 


9:05 AM. | 


SORRY, THE 
SALES DEPARTMENT 
X'D YOU OUT. 
NOT INTERESTED 
IN YOUR MARKET 


BUT 111292, ,, 
WE WERE ON 
THE LIST! 


9:37 A.M. | 


MR. FREDDIE SELL OF ZILCH 
PUBLISHING TO SEE 


Te: SMITH SORRY, 
al || BUT MR, SMITH 
| AND CAN'T 


BE DISTURBED 


IS IN CONFERENCE 


10:29 A.M 


I’M For you, 
BUT MY BUDGET 
iS COMMITTED 


YOU ADMIT 
WE ARE TOPS, 
SO HOW-—— 


ADVERTISING 
MANAGER 


CT 


11:20 A.M.| 


AT THE MEETING 
THE SALES VEEP 
SAID LET’S 

ADD YOU 


GEE, I DIDN’T 
DARE TO EXPECT 


12:20 RM.| 


DUNNO., .WAIT!.. 
YOU FOLKS 
ADVERTISE IN 
SALES 
MANAGEMENT? 


ion 


WONDER WHY HE 
SINGLED US OUT? 


(2:21 RM. | 


S-A-A-Y!...SURE, 


MUST BE THAT WISH MY 


PUBLISHER WOULD 


GET THAT RELIGION 


r\ 
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insured 
Readership 


AMONG MEN because the Courier-Express 
is undisputedly Buffalo’s leading finan- 
cial and business paper—most complete 
in its sports coverage and first with 
final results of most sporting events 

AMONG WOMEN because its daily special 
women's pages and features have a par- 
ticularly strong appeal to homemakers 


Tage 
AMONG BOTH because of its crisp and 
authentic local, nationaland world news 
coverage, its clean format, its outstand- 
ing feature writers and comics, and its 
complete reporting on radio, TV, the 
movies and theatre. 


THIS INSURED EDITORIAL READERSHIP CAN 
ONLY MEAN INSURED ADVERTISING READERSHIP 
FOR YOUR SALES MESSAGES 


FOR ECONOMY — for more advertising for 
your dollar concentrated on those with 
more dollars to spend—use the Morning 
Courier-Express. FOR SATURATION 
—use the Sunday Courier-Express—the 
state’s largest newspaper outside of 
Manhattan. 


ROP coLorR available both daily and Sunday 


Buffalo Courier-Express 


Western New York's Only Morning and Sunday Newspaper 


Member: Metro Sunday Comics 
and Sunday Magazine Networks 
Representatives: Scolaro, 
Meeker & Scott 
Doyle & Hawley 


Pacific Coast 


moving 
service 


aa 


Wheaton serves Alaska, our new 49th state, by air. Also 


Hawaii, Germany and many other foreign countries by land ond sea. 


It's your safest move for pers 


Wheaton 


General Offices: Indianapolis, Indiana 


onnel, exhibits and office equipment. 


COAST TO COAST 
LONG DISTANCE MOVING 


OVER 500 
AGENTS IN ALL 
PRINCIPAL CITIES 


In the West, call 


feelings with another person, he is 
motivated to respond in a_ similar 
manner. Therefore, giving of vour- 
self results in getting richer com- 
munication from the other person. 
Try to get into the habit of expressing 
your ideas and feelings freely within 
the bounds of discretion. Of course, 
one can't tell everything, but many 
people are much too secretive by 
habit rather than through necessity. 
They seem to carry on their interper- 
sonal relationships with the attitude 
that the less the other person knows 
about them, the better off they are 
This is a mistaken notion which leads 
only to reticence on the part of others 


> For example, suppose you are in- 
terviewing a job applicant. You want 
him to speak freely and to reveal 
enough of himself so that you can 
properly evaluate his suitability for 
the position in question. He is on his 
guard. He wants to present himself 
as impressively as possible. The best 
way to drive him into hiding is to 
resort to a cross-examining approach 
The best way to draw him out is to 
make the interview an eas\ give-and- 
take discussion. This means giving on 
your part, as well as his. 

When the applicant talks about his 
schooling you might mention some- 
thing about yours. When he talks 
about what led him into this particu- 
lar line of work you might mention 
your motivations in this respect. If 
the discussion happens to touch on 
some unrelated subjects such as sports 
or music or fiction, express some of 
your preferences as well 


as asking 
about his. 


On occasion, you can lead 
the way in bringing out your attitudes 
rather than necessarily having him 
first express his. This willingness on 
your part to reveal yourself encour- 
ages him to open up. 

Avoid guardedness. It implies that 
have something to hide, and 
makes people distrust you. 

Skill in communicating can be de- 
veloped only through practice. As 
with all skills, just knowing the rules 
is not enough. 

In the communication skill work- 
shops we conduct for managers and 
salesmen of client companies, prac- 
tice is stressed. In these workshops, 
four techniques are used: 

Discussion of human psychology as 
applied to communication; role-play- 
ing; creating of dialogue; and analy- 
sis of actual communication problems. 

The problem of having minds meet 
in business and industry is a crucial 
one. How many millions must be 
lost each year through misdirected 
and misunderstood communication, 
and communication that fails to mo- 
tivate! ® 
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Use them for fast, Glddomilic territory analysis 


By using only those cards conforming to your 
particular sales territories, you can conven- 
iently apply the May 10, 1958 SALES MANAGE- 
MENT Survey of Buying Power to your own 
market areas. 


Market Statistics, Inc. will prepare these IBM 


analyses for you quickly. Or if you have your 
own IBM installation, you can prepare them 
automatically in your own office, as do over 
200 leading companies today. 

In addition to the factors shown above, many 
other specialized indexes are available on county 
cards; Index of Urban Demand (for styled 


merchandise), Index of Office Equipment De- 
mand, Index of Resort Activity, Growth Factors 
(to isolate areas of rapid or slow growth) TV 
homes as of January 1, 1958, plus all major 
Census marketing benchmarks (age, distribu- 
tions, etc.) 


It is only necessary to determine what factors 
(or combinations thereof) would reflect de- 
mand for your product. If you have any ques- 
tions on this, you may without obligation 
consult with our staff for correlation studies 
of your own sales to isolate your key marketing 
factors. 


MARKET STATISTICS, INC. 
RESEARCH CONSULTANTS TO SALES MANAGEMENT MAGAZINE 
630 Third Avenue, New York 17, N. Y.—YU-6-8557 
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SALES MANAGER 


Industrial 
Maintenance 


Established manufacturer of Indus- 
trial Maintenance paints — Water- 
proofings and Floor Maintenance 
specialties. Headquarters in Cleve- 
land, Ohio. 

We are looking for an enthusiastic 
man with progressive thinking. An 
executive-type man who will reflect 
our “Forward Look.” 


Following qualications: 
® Age 35 to 50 
® Sales experience selling 
direct to Industrial markets 
® Hiring and training Salesmen 
and Field Supervisors 
® Strong promotional and 
merchandising experience 
We can offer the following: 
® Salary commensurate 
with position 
® Annual bonus on increased 
sales of Company 
® Security 
® Voice in Company policy 


When answering please give de- 
tailed resume of previous experience 
and latest photograph. All replies 
are held strictly confidential. Our em- 
ployees have been notified of this 
advertisement. 


A RARE opportunity. 
THE GARLAND COMPANY 


3748 East 91st Street 
Cleveland 5, Ohio 


A MODEL FOR: 
EVERY PURPOSE 


Tell your story better 
with an Oravisual easel. 
You have 26 models to 
choose from. 


Write for free 24 


page catalog. 


) Box 11150 
; 


i ; Florida 


ORAVISUAL CO. 


St. Petersburg 33, 


to the man whose 
pian. He gains ret 


Ladies’ Home Journal and all key media. 


INCREASE YOUR PRESTIGE 


it pays off! Exciting, profitable things can happen 
book is published under our 
ognition. Our books are written 
up in the N. Y. Times, Saturday Review, Winchell 


FREE! The behind-the-scenes story of book pub- 
shing revealed in two brochures. Learn how you 
an get 4 royalties, local-national publicity 
and greater s al-professional stature. Prompt 
editorial appraisal of manuscripts. Write S. Post, 


Exposition Press, 386 4th Ave., N. Y. 16 


SALES MANAGER — DOG FOOD 


Top ievel position for Sales Manager experienced 


in promoting food products, preferably canned 
dog food, to chains and wholesale grocers. Terri- 
tory East of the Mississippi. Relocate near 
Cleveland, Ohio. Write giving age, experience 
and salary 


S. E. MiGHTON CO., Bedford, Ohio 


MARKETING ADMINISTRATOR 


Top experience in marketing research, planning and 
execution of advertising and sales promotion pro- 
grams, audio-visual communications, sales 
ing pianning and budget 
and sales analysis 


meet- 


programming control 


Have initiative and experience necessary for reliev- 
ing major sales executive of marketing responsibil 
ity Write Sales Management, 


Box Number 4027. 
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SALES GAINS AND LOSSES 


This has been a record year for Hudson Pulp and Paper Corp. Sales for fiscal 


‘58 


(ended Aug. 31) 


were $62,764,919, a 


seven percent 


increase over 
$58,719,320 volume of the previous year. The company reports that a significant 


the 


portion of this rise can be attributed to sales of household paper products, which 


were up 20%. Success with a household item is also evident in the sales increase 


recorded by Sandura Co. This maker of the relatively new Sandran vinyl rugs and 


floor coverings showed a nine-month volume of $13,620,964, an impressive figure 
when compared with the $8,600,115 of the similar period in 1957. 


All figures are shown in millions of dollars. 


Company Period 
Allied Paper Corp. 9 mo. 
Allied Stores Corp 3 mo. 
Amalgamated Sugar yr. 
Associated Dry Goods Corp. 3 mo 
Burgess Battery 6 mo. 
Clinton Engines 6 mo. 
Duplan Co. yr. 
Duro-Test Corp. yr 

Federated Dept. Stores 3 mo. 
Florida Steel yr. 

Gimbel Brothers, Inc 3 mo. 
Hamilton Watch 3 mo. 
Hudson Pulp and Paper 

Corp. yr 
D. S. Kennedy & Co. 6 mo 
Kimberly-Clark Corp. 6 mo 
King-Sealy Corp. 3 mo. 
Matthiessen & Hageler Zinc yr. 
Michigan Chemical Corp. 9 mo 
Montgomery Ward & Co 3 mo. 
Northwestern Steel & Wire 3 mo. 
Pepsi-Cola General Bottlers 9 mo 
Piper Aircraft Corp. yr. 
Reichhold Chemicals 9 mo 
Rose Marie Reid yr. 
Rubbermaid yr. 
Sandura Co. 9 mo. 
Southern Bleachery & 

Print Works yr. 
St. Croix Paper Co 9 mo 
U. S. Plywood Corp. 3 mo. 
Waste King Corp. 6 mo. 
West Virginia Pulp yr. 


Zale Jeweiry 


6 mo. 


1958 


29.4 
156.7 
57.1 
64.8 
9.0 


17.2 


13.9 
10.9 


61.9 


9.2 
208.0 


18.3 


1957 


28.4 
148.4 
52.7 
55.5 
8.5 
14.5 


19.3 
11.5 


153.2 
22.9 


13.4 


199.9 


DOWN-30 


Company Period 
Aeroquip Corp. yr. 
Air Reduction Co. 9 mo 
Borg-Warner Corp 9 mo. 
Buffalo-Eclipse 3 mo 


Combined Locks Paper 


Drackett Co. 
Duriron Co 


Elder Mfg 


Goebel Brewing 


Hecht Co. 
Hercules Motors Corp. 
Houdaille Industries 


Lamson Corp. of Delaware 


McCloud River Lumber 
Miami Copper 


Minnesota & Ontario Paper 
Co. 


Modine Mfg. 
F. E. Myers & Bro. 


National Vulcanized Fibre 


Opelika Mfg 


Pennsalt Chemicals Corp. 
Penobscot Chemical Fibre 
Progress Mfg. 


Reading Tube 
Robertshaw-Fulton Controls 


Sealed Power Corp. 
Standard-Coosa-Thatcher Co, 
L. S. Starrett 


Thermo King 


United Carbon Co. 
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6 mo. 
9 mo. 


9 mo. 


9 mo. 


yr. 


9 mo. 


yr. 


9 mo. 
6 mo. 
9 mo. 


9 mo. 
9 mo. 


9 mo. 


9 mo. 


1958 


35.7 
128.8 


396.0 
4.6 


9.3 


19.5 
9.1 


5.5 


12.8 


24.7 
20.0 
42.5 


10.4 


4.9 
14.2 


58.5 
9.5 
12.3 


11.6 


18.5 


12.0 


40.6 


24.9 
28.0 
6L4 


10.6 


5.0 
22.3 


62.3 


12.1 
13.1 


43.9 


Allied Van Lines, Inc. .... 
Agency: McCann-Erickson, Inc 

American Telephone & Telegraph Company, 
pall “Cunni ngham & Walsh 

Associated Business Publications 


Agency: Media Promotion Organization 
Inc 


Better Homes & Gardens ...... 
Agency: J. Walter Thompson Compan y 


Buffalo Courier-Express ce 
Agency: Baldwin Bowers & Strachan 


CBS-TV Spot Sales 


Chicago Tribune : errr ree 
Agency: Foote, Cone & Belding 


Cubona Airlines . , 
Agency: Harry W. Graff Agenc y 


Dale Carnegie Publishers, Inc. 
Agency: Guy Davis Advertising 


Denver-Chicago Trucking Company 
Agency: Galen E. Broyles Company 


Detroit News . oseceenee 
Agency: W. B Doner & Company 


Dinkler Hotels . 
Agency: Koeh!l, Landis & Landan 


Exposition Press = 
Agency: Posner, Zabin, Loewy ’ “Stempel 


Good Houskeeping 
Agency: Grey Advertising Agency 


Greensboro News-Record ... 
Agency: Henry J. Kaufman & Assoc ates 


Jam Handy Organization 


‘ -««+..2nd Cover 
Agency: Campbell-Ewald Company 


Hearst Magazines i wiceqme 
Agency: Lynn Baker, Inc 


Heating, Piping & Air Conditioning 
Agency: McLain & Associates Advertising 


Schuyler Hopper Company . 


Indianapolis Star & News .............. 43 
Agency: Caldwell, Larkin & Sidener-Van 
Riper, Inc. 
International Paper Company . 
Agency: H. B. Humphrey, Alley "& Richards 


Inc 


Wilson Jones Company 


KGVO-KMSO-TV (Missoula, Mont.) 


KHJ Radio 
Agency: R. W. Webster Advertising 


Kleen-Stik Products Company 
Agency: Burlingame-Grossman Advertising 
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ADVERTISERS’ 


This Index is provided as an additional service. 
The publisher does not assume any llability for 
errors or omissions 


ADVERTISING SALES 


VICE-PRESIDENT, SALES 
Randy Brown 


SALES PROMOTION MANAGER 
Philip L. Patterson 


Asst. to Vice-President, Sales 
Cecelia Santoro 


ADV. SERVICE MANAGER 
Madeleine Singleton 


PRODUCTION MANAGER 
Virginia New 


DIVISION SALES 
MANAGERS 


New York—W. E. Dunsby, Wm. 
McClenaghan, Elliot Hague, 
Howard Terry, Robert B. Hicks, 
Dan Callanan, John A. Spooner, 
630 Third Ave., New York 17, 
N. Y., YUkon 6-4800. 


Chicago—C. E. Lovejoy, Jr., 
Western General Manager; 
W. J. Carmichael, Western Ad- 
vertising Director; John W. 
Pearce, Western Sales Manager; 
Thomas S. Turner, 333 N. Mich- 
igan Ave., Chicago 1, Ill., STate 
2-1266; Office Mgr., Vera Lind- 
berg. 


Pacific Coast—Warwick S. Car- 
penter, 15 East de la Guerra, 
Santa Barbara, Calif., WOod- 
land 2-3612; (space other than 
publication or broadcasting ac- 
counts), M. A. Kimball Co., 2550 
Beverly Boulevard, Los Angeles 
57, Cal., or 681 Market St., San 
Francisco 5, Cal. 


Life International 
Agency: Young & Rubicam, 


Los Angeles Times 
a Batten, Barton, Durstine & Osborn, 


3rd Cover 
Agency: Donahue & Coe, 


INDEX 


McClatchy Newspapers 
Agency: J. Walter Thompson Company 


Market Statistics 


Midwest Farm Paper Unit 
Agency: Olmsted & Foley 


Mill & Factory . 
Agency: Schuyler Hopper Company 


Milwaukee Journal . 
Agency: Klau-Yan Pietersom & Dunlap Inc 


Minneapolis Star & Tribune . 
Agency: Batten, Barton, Durstine ‘& Osborn 
nc 


Monsanto Chemical Company ....... 22-23 
Agency: Needham, Louis and Brorby, Inc 


New Yorker .... 
Agency: Anderson & Cai 


Oravisual, Inc. 


Orlando Sentinel-Star . 
Agency: Robert Hammond Advertisi ing 


Agency Reach, McClinton & Company, 


Phoenix Republic & Gazette ... 
Agency: Advertising Associ iates 


Sales Management 


Scripps-Howard Newspapers 
Agency: Lennen & Newell, Inc. 


S. K. Smith Company 
Agency: Fred Sider Advertising 


Spokane Spokesman Review—Daily 
Chronicie , 
Agency: Richard Montgomery Advertising 


Sweet's Catalog Service 
Agency: Muller, Jordan & Herrick 


Syracuse Newspapers 
Agency: William T. Lane Company 


Thomas Publishing Company 
Agency: W. N. Hudson Advertising 


Troy Record Newspapers 


Agency: Brown & Butcher, Inc 


WEBTV (Charlotte) 
Agency: Kincaid, Chandlee Advertising, 


WHBF (Moline-Rock Island) wieeews 
Agency: Clem T. Hanson Company 


WNDU-TV (South Bend, Ind.) 
Agency: Lincoln J. Carter Advertising 


Western Union 
Agency: Benton & Bowles, Inc. 


Wheaton Van Lines, Inc. 
Agency: Poorman, Butler & Associates 


Worcester Telegram-Gazette 
Agency: C. Jerry Spaulding 
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TODAY'S ADVERTISING 


Trends ° 
(Mike) 


Policies ° People 


by Lawrence M. Hughes 


YUle 3 

In Manhattan lately YUkon 3 has been busy —solely 

r R. H. Macy & Co. Some 75,000 tiny tots who daily 
dial YU 3-2121 get a jovial plattered greeting from 
Santa Claus, North Pole (104 Broad St.) The problem, 
1owever, has been complicated by the fact that more 
kids can count to 3 than can reach Y in the alphabet. 
So a lot simply dial ANy old 3-2121. Sometimes N.Y. 
Tel. Co. gets them transferred. 

But such is said to be the power of Macy’s that its 


ard chairman, Jack Straus, deliberately dialed a 


WRong 3-2 


“y 
121. A motherly old voice reproved him: 


“Young fellow, if you aren't more careful, vou'll get 
a lu np of coal in your stocking!” 


Everything 

For folks with “everything” there are still: (1) the 
new Lincoln car with separate front ani back seat 
radios a “Mona Lisa of Hereke” Oriental rug, 
$250,000, from W. & J. Sloane; (3) a Fisher President 
III hi-fi set, $2,595; (4) a platinum Norma multicolor 
5) at Brooks Brothers, a $22.50 liquor 
case “that appears to be two leather-bound 
titled ‘Paradise Regained. 


pen¢ il $550. or 


volumes, 


Tags 


The only place at Montego Bay, Jamaica, B.W.L, 
where I saw price tags was Woolworth’s. Even in 
shillings and pence I felt safer there than, say, with 
Stonewali jackson, the corner shoeshine boy who de- 
manded 50 cents for slicking my old moccasins. 

Somehow, I survived a week without TV and with 
only two glimpses at the Jamaica Daily Gleaner, 
which concentrated on cricket scores. U.S., British 
and Carib magazines were fairly plentiful. The local 
radio was sustained Calypso. 

But living with distributors and dealers (Fedders- 
Quigan) I learned a few things about how “appliances” 
ultimately get sold. . . One new friend A. J. (Tony) 
Augustinelli of Charlot Appliances, Rochester, urges 
me to tell you that for 1959 he has stepped up his 
\bjective 25% to $2.5 million. 


McCall's 

The 12 who left McCall’s were widely publicized. 
Less was said of the 44 of 50 who continue in editorial 
and the 46 of 52 still at work in advertising there . . . 
VP George Allen expects the magazine's promotion 
budget, plans for which are not complete at this writ- 
ing, to be largest ever. McCall's January 1959 issue 
closed with 8% more advertising lines and 18% more 
dollars than January 1958. 
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Advertisers 

Light: Olin Mathieson’s Ecusta Paper division, Pis- 
gah Forest, N. C., issues a chart on advantages of 
lightweight paper to cut mailing costs. 


Budgets: Two-thirds of ANA members plan to spend 


more for advg in 1959: 22%, the same; 11%, less. 


Distaff: Is “womanpower still untapped? Ford’s 
George Walker finds “32 million women over 15 years 
who don’t drive.” Heublein starts to show women 


consuming their share of pre-dinner cocktails. 


Names: Every “name ultimately becomes an all- 
around “authority.” My friend Amy Vanderbilt leaves 


Etiquette long enough to sound off for Trading 
Stamps. 


Slogans: In a test of 50 slogans in the N.Y. met area, 
R. H. Bruskin Associates, New Brunswick, N. J., found 
highest sponsor ID (male and female) for Gillette's 
“How are you fixed for blades?” This achieved 77%. 
Then came “You can be sure with ———— (Westing- 
house), 71%. 


Profits 

Four A’s chairman, Dave Danforth of BBDO, tells 
the ANA that agency profits definitely aren’t what 
they used to be. In 1957 they were only 4.1% of “own 


gross’ (the 15% and fees) and only 6/10 of 1% of 
billings. 


Media 

Diversified: Outdoor is a medium for more than 
beer and booze, gasoline and gas-buggies. At my re- 
quest OAI digs up a partial list of new and reinstated 
outdoor advertisers in 1958: 

Agri. chemicals, air-conditioners, apples; bake mixes, 
boats, brassieres; cake mixes, candy, chain saws, cof 
fee, cookies; paper products, picnic chests, potato 
chips; shaving cream, shoe polish, soft drinks, soups, 
sporting goods; tobacco, tourism, trading stamps, 


and foil wrap, insurance, reducing systems. 


Official: TvB’s Pete Cash gloats that his medium 
(now at a $1.5 billion gross annual rate) finally gets 
itself into the Dept. of Commerce quarterly Survey of 
Current Business. . . . The bureau’s own budget has 
been upped from $860,000 to $940,000 in 1959. 


Rates: Between 1946 and 1948, ANA reports, daily 
newsp. circ. rose 11.4%—while rates (based on 5,000 


lines) climbed 74.4% and rates per million, 56.6%. 


Mise: Life’s “Picture Cook Book” ($13.50) revives 
the ancient habit of hunger. “Premium and in- 
centive sales” are said to have increased 15% in 1958. 
... Augusta Chronicle and Herald, Columbus Ledger 
and Enquirer and Macon Telegraph and News form 
the Georgia Group, and offer group and volume dis- 
counts, via Branham Co... . . A Pulse study for RAB 
finds that, during two-thirds of the broadcast day, 
radio reaches more adults than does TV. 
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s USI 
helps sell Hardwick Gas Ranges 
to Virginia builder 


When Community Builders, Inc., came to select built-in 
ranges for the 360 homes it is erecting in Sleepy Hollow, 
Va., it chose Hardwick as standard equipment for buy- 
ers preferring gas fuel. 


WHY ? 


In the words of W. F. Johnson, Hardwick’s sales man- IN McCALL’S TEST ROOMS we t 
ager, “Mr. Herman Greenberg, builder of the project, a ee ee 
selected Hardwick on the merits of its performance, sar nae: 

design, and the approval of McCall's testing laboratory. 

(italics ours ) 


“This is just one of the many ways the McCall’s Use- 
Tested Tag has helped us in promoting Hardwick 
Ranges. Our thanks to McCall’s for this well planned, 


widely accepted program.” AUTOMATIC GAS RANGE 


McCall’s Use-Tested Tag is designed to help you sell 
more merchandise, whether your customers are con- 


sumers, retailers or builders. And it works. Are you 
using it? 


We used it f 


THE MAGAZINE OF TOGETHERNESS 
CIRCULATION NOW MORE THAN 5,300,000 


We were pleased 


FEATURES WE ESPECIALLY LIKE 
BALANCED HEAT OVEN nt 


SPEEDY EFFICIENT TOP BURNERS 
AUTOMATIC PILOTS 


EASY TO KEEP CLEAN 


USEFUL EXTRAS 


AUTOMATIC TOP BURNERS (optional 


ally to exact temperat 


“we used it and we like it!” 


Ne Oa 


Community Builders’ “Raleigh” 
one of four models using 
Hardwick Built-in Ranges . and, incidentally, 
certified by McCall’s-sponsored Congress on Better Living 


Is 

w S. See Page 30 for Winn 
. 1 

x: Sunday Trib 


SOY ngs 
* 


Women etake their claim... 


to the Chicago Tribune Magazine 


Women make a beeline for Chicago’s best ind New Yorker — carry more total linage 


‘ead magazine...and so do advertisers who Obviously, women respond to the Chicago 
se it to sell women Tribune Magazine. And no wonder. 95‘ 
In fact, they place more advertising in of the women in nearly 1,200,000 families 

the Chicago Tribune Magazine than in most read it every week 

national publications. Only four national Chis effective medium can attract more 


magazines — Life. Business Week, the Post women to your brand in Chicago 


76 be BIG in Chicago, be BIG in the Tibune! 


